the Look 


SO 
alluring, 
SO 
definitely 
Profile 


*STYLE NO. 445 FROM THE PROFILE COLLECTION 


‘ereated and produced NADI MARKET PREVIEW: 


in California 
DECTER MANNIKIN GOMPANY DECORATIVE PLANT CORP. 


136 W. 24th St., New York, N. Y. 
1000 So. Los Angeles St., Los Angeles 15, California 


CHICAGO SAN FRANCISCO SALT LAKE CITY SEATTLE HONOLULU 
Advance Mannikin Sylvan Cohen Displays Pool Displays Rindler Display Center Baders Inc. 
317 S. Wacker Drive 741 Mission Street 220 E. Second South St. 207 Terminal Sales Bldg. 1049 Alakea Street 





‘Thanks... 


to our customers: national and regional advertisers, retailers 
and display managers, for making 1961 the best year in our 


thirty year history, with the single exception of postwar 
1946! 


Our entire organization, which we believe is the finest team 
ever fielded in the display business, joins me in this expres- 
sion of gratitude. 


For 1962 and the future we pledge to uphold the tradition of 
imagination, quality and industry leadership established by 
our founder, W. L. Stensgaard. We will continue to serve 
you, our customers, well in every way for many, many 


years to come. 
sincerely, 


W.H. STENSGAARD 
President 





Visit us at... 
BOOTH 214-215, NATIONAL ASSOCIATION OF DISPLAY INDUSTRIES ,TRADE SHOW BUILDING 
NEW YORK, DECEMBER 10-14, 1961 


BOOTH 120, NATIONAL RETAIL MERCHANTS ASSOCIATION, STATLER HILTON HOTEL 
NEW YORK, JANUARY 7-11, 1962 


BOOTH 17 & 25, NATIONAL ASSOCIATION OF RETAIL CLOTHIERS AND FURNISHERS, 
SHOREHAM HOTEL, WASHINGTON, FEBRUARY 11-14, 1962 











For the best in display design, production, and value you can depend upon 


rs wv... STENSGAARD 
AND ASSOCIATES, INC. 


1931 - 1961 
346 NORTH JUSTINE STREET, CHICAGO 7, ILLINOIS 


also 30 ROCKEFELLER PLAZA, NEW YORK 20, NEW YORK 


For over thirty years a leader in creative merchandise presentation and showmanship 


DECEMBER, 
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Vol. 79 — No. 6 


In this issue 


Mardi Gras Gay Setting for NADI Spring Market 32 


Check your calendar now for Dec. 10-14 at New York City. Excellent speakers arranged 
for Breakfast Forum. 


Display and the Retailing Revolution (Part Two) 34 
James M. Reynolds tells about Public Law 87-30 and what it means to store signing, 
display in the coming years. 

Solving the Lighting Mystery (Part Two) 36 
We Quiz Mark M. Wohlwerth on the various problems of display lighting. He'll 
answer your questions, too! 

It’s Autamn in New York 38 


Party Decorations Creating New Market for Display Materials 
By Joseph Dragonetti 
Pen rock’s, Philadelphia florist, conducts thriving business for parties budgeted anywhere 
from $100 to $25,000. DISPLAY WORLD proves valuable source for ideas and 


mate,ials. 
By Richard and Lois Day 
Modern Store Planning By Jim Kiley 


Whut about the long, narrow specialty shop? Perhaps here are some solutions to your 
prowlems, 


Wonderful Fashion World in Los Angeles By Dick Jachim 
THE EXPERT TELLS HOW... By Helmut Weber 


Draping and pinning of fabrics no lost art—at least not yet. International award 
winywer explains step-by-step procedure for draping mannequin. 


Vertica} Influence in Chicago Displays 


Along Avenues and Aisles By Norman F. Sansom 


New Roato-Lock Eases Exhibition Erection 
By Jan Ujlaki 


Projections 
Idec,.sketches for resort-vacation wear. 


By Richard Day 


Get Aujo Display into High Gear! 


Thi." is another area in which displaymen can find a critical need for their talents. 


Europe 1961 By Nita Opitz 
NADI Newsgram By Gabriel M. Valenti 


Understanding Department Store Attitudes Toward P-O-P Materials 
By William J. Boub 
Suriey conducted for Point-of-Purchase Advertising Institute to be published in entirety 
in this and next issue. 


The Re;ailer Speaks By Robert B. Johnson 


Dis), lay Director — Stage Designer of Retailing. 





ADD{(TIONAL FEATURES: 


Edjtor’s Comment 30 
Th. Display Parade 54 
Di, play Internationale 74 


and we quote 
Reminiscing 
Display of the Month 





PUBLISHED BY 


THE DISPLAY PUBLISHING COMPANY 


407 GI¥ BERT AVE. e GARFIELD 1-2050—1-2051 e CINCINNATI 1, OHIO 
: SECOND CLASS POSTAGE PAID AT CINCINNATI, OHIO 


THE COVER 


Flowers, perfume and spring are a 
natural combination in the annual pro- 
motion of J. W. Robinson, Los Angeles, 
where Lee Platt is display director. 
The lovely mannequin is taking a bath 
in a huge tub in the shape of a white 
swan. Tub is filled with simulated soap 
bubbles of plastic. The floral arrange- 
ment was by Jonathan Club Flower 
Shop of Los Angeles. 


OUR NEXT ISSUE 


Next month we'll show you why we 
are so impressed with the new Jordan 
Marsh stores at Miami and Fort Lau- 
derdale, Fla., as Display Director 
Herbert Luegge takes us for a photo 
tour. Keeping to the warmer climes, 
we'll make an editorial pause at Atlanta 
for Davison’s Festival of Italy. Of 
course, all the multitudes of photos, 
sketches and fact- and _ idea-filled 
articles will have a spring flavor — just 
in time for your planning. Of course, 
we'll bring you up-to-date coverage of 
Spring Market Week that ends only a 
few days before December 20, the mail- 
ing date for the January issue. 


SUBSCRIPTION RATES 


Published monthly at $5.00 a year for the United 
States and Canada. 

year. 

York bank draft. 

all subscription orders 

office at Cincinnati. Changes of address must 


reported at least twe weeks in advance 
effective date, otherwise missed copies cannot be 


a 
under act of March 3, 1879. 


EXECUTIVE STAFF 
H. C. Menefee, President 
Nathan Silverblatt, Manager 
Paul T. Knapp, Editor 
R. James Shriver, Advertising Manager 
H. Glenn Reed, Circulation Manager 
Richard Link, Production Manager 


Eastern Office 


Homer Guck, 156 Fifth Ave., New York 
10, N. Y. Phone CHelsea 2-3714. 


Western Office 


Joseph Mervish, 6716 Gentry Ave., North 
Hollywood, Calif. Phone TRiangle 7-7556. 


Member 


National 
Association of 
Display Industries 


Associated 
Business 
Publications, Inc. Circulation 


Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 





| Ww 4 , rn’ alee New Williams Show opens December Ist. What’s ahead in Display 

| SAUGLR l) SPI TS, ‘Fashions for Spring and Summer 1962? Once again, we've made a pro- 

~ duction of our predictions. Our newest show, Sugar ‘n’ Spice, features 

doll-faced creatures, deliciously feminine, wearing the softly elegant fashions now coming in. From December Ist, all of our 

pretty, pretty girls—those designed by Mary Brosnan and those captivating Town & Country figures—will be showing their 

delightful selves, costumes and hair-dos. Display Headquarters urges you to Come as soon as you possibly can. The sooner 

you see the new display trends, the sooner your displays can embody these fresh ideas. DB. G. WILLIAMS INC., 

Ralph W. Adler, president, 498 Seventh Avenue, New York 18 ¢ Mary Brosnan Mannequins, Town & Country mannequins, 
Patina forms, Lumilite displayers, imaginative novelties. | | ! 
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One Stop @ e e for your sign needs 


nen poe Deribe 


SIGN MACHINES 
and supplies 


p Pigaaiebitiit 


SIGN MACHINES... The Line-O-Scribe comes SIGN EASEL and SCROLL HOLDERS ... in all 


in 4 sizes and 8 models, using standard metal and brass, come in a range of sizes to handle all the 
wood type, prints any cuts or half tones. sizes normally used. 


CARDBOARD ... All colors, 6-ply coated 2 sides CARD HOLDERS 
and 14-ply finished one side. Best quality, sheared 
to all wanted sizes . . . Scroll paper, too, in 5 colors. 


Conventional chrome 
finishes with flat or round bases in the full range 
of sizes. 


INKS . . . Fast-Dri inks that come in every color, REQUISITION FORMS ... that show your people 
special shades mixed to match any sample. Dry in \ how to write good sign copy, controlled by layout 


3 to 10 minutes. Do not set on type or rollers if and lineage, design based on research and copy- 
left on, can be easily cleaned anytime. righted. 


CLEANERS .. . Type and Roller Cleaner for use 
with Fast-Dri or similar inks. Leave rollers in 
clean, dry condition for next use. Hand Cleaners 
that remove any ink and keep skin soft. 


SALES and SERVICE .. . Our national sales 
organization is qualified and ready to help you 
with an aggressive sales promotion program in 
your store, and our company wants to serve you 
TOPPERS and IMPRINTED BLANKS .. . for faster and better. 

sales and special events, speed up signing for sales 

and give your merchandise the extra-value appeal. 


CUTS and DESIGNS ... Attract attention, sell 
extra merchandise . . . for special promotions, 
Mother’s Day, Dollar Days, Christmas, etc. 

TYPE ... All the standard styles and sizes plus . . . 


exclusive scripts, Beaufonte, Bellaire, Bon-Air, lh RA eo? Ce: ES Co 
e si cas N KA CoH IN EE . 


Beaux-Art, Fashionaire and Fashion-Art type 


in display sizes. 4510 N. RAVENSWOOD AVE. CHICAGO 40 


Write for Catalog M6IM on 
Line-O-Scribe machines 
and supplies. 


FOR FAST SERVICE PHONE CHICAGO, LOngbeach 1-5926, IN NEW YORK, OXford 5-2445. 


DECEMBER, 1961 
































WELCOME... 


lo Spring 


At Decorative Plant where 
the unusual in decorative dis- 
plays and mannequins by 
Decter may be seen 


lo You our many 


friends whom we look forward 
to greeting in our showroom 


lo our newest neighbors 
the L. J. Charrot Co. now on 
Twenty-Fourth St. 











DECORATIVE PLANT CORP. 


136 WEST 24 STREET, NEW YORK II, N. Y. 


MARKET WEEK/DEC. 10-14 


LIMOUSINE SERVICE e OF COURSE 























During NADI Market Week 
An Added Attraction! 


A PHOTO CONTEST 
OF DISPLAYS 


SUBMITTED AND JUDGED 
BY DISPLAYMEN 


Tenth Prizes 
EASY TO ENTER! 


1. Any Displayman representing a_ retail 
establishment (public utilities included) lo- 
cated on the North American continent is 
eligible to enter. 

2. Simply select photographs of two 196! 
Spring or Summer Display windows, exteriors 
or interiors, identify the photos and mail them 
in cardboard reinforced envelopes to the 
NATIONAL ASSOCIATION OF DISPLAY 
INDUSTRIES, HOTEL GOVERNOR CLIN- 
TON, NEW YORK I, N Y. 

3. Photographs should be 8 x 10 inches. 
Photos that do not approximate this size will 
be disqualified. Photos must be black and 
white glossy prints and unmounted. On 
back of photo show name of entrant, store, 
city and state. 

4. No photographs will be returned unless 
the sender encloses a stamped, self-addressed 
envelope, photo size. Deadline for receiving 
entries will be Nov. 30, 1961 (Postmarked). 
5. Two photographs may be submitted by 
each entrant. No entrant can win more than 
one prize. In case of a tie, a drawing will be 
made to select the winner. Only one entrant 
per store or per store branch in another city 
permitted. 

6. Entrants need not be present during Mar- 
ket Week to participate. 

7. Photographs will be on view at the New 
York Trade Show Building during Dec. 10-12 
of Market Week. Photographs will be num- 
bered and the number, which will appear on 
the face of the photograph, will serve as 
identification for voting purposes. Store 
names appearing on photographs may be 
blocked out, at the discretion of the spon- 
sors, to provide the greatest possible ob- 
jectivity in the vote casting. 


8. Votes will be cast by white badge regis- 
trants, namely, displaymen, free lancers and 
retailers, visiting our photo gallery during 
Sunday, Monday and Tuesday of Market 
Week. Winners, ten in all, will be announced 


Wednesday, December | 3th. 


SEND PHOTOS NOW! 


Plan Now to Attend 
Spring Market Week 
DECEMBER 10-14 
NEW YORK TRADE SHOW BLDG. 


Executive Offices: 


NATIONAL ASSOCIATION OF 
DISPLAY INDUSTRIES 
Hotel Governor Clinton, New York !, N. Y. 


DISPLAY WORLD 
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SPRING CARNIVAL 
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Here’s your gatas 
ticket! 


DON’T MISS THE EXCITING 
NEW DISPLAY FABRICS, 
GLITTERING NEW DISPLAY 
PAPERS, AND MAGNIFICENT 
ARRAY OF NEW DISPLAY 
ACCESSORIES, NOVELTIES 
AND IMPORTS 


at the 


: N. A. D. I. 
Be ge SPRING MARKET WEEK 


NEW YORK TRADE SHOW BUILDING, 
500 - 8th Avenue, New York City 


\ 
sh ‘ 


maharam FABRIC CORPORATION 


NEW YORK: 130 WEST 46th STREET 
CHICAGO: 412-20 NO. ORLEANS STREET - LOS ANGELES: 1113 SO. LOS ANGELES STREET 











DISPLAY WORLD 





Unsurpassed Quality 
sinal Style in 
Wanikins éx Displays 


THE GRENEKER CORPORATION 
ee 


VISUAL MERCHANDISE DISPLAYS, INC. 


OPEN SATURDAY AND SUNDAY 991 SIXTH AVENUE 
December 9 and 10, 196! NEW YORK 18, N. Y. 
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* BRUNN « BERTHEIM 


1200 BROADWAY, NEW YORK CITY 
LIMOUSINE SERVICE T0 AND FROM 
N. Y. TRADE SHOW BUILDING 





* SPAETH DISPLAYS, INC. 


NEW YORK TRADE SHOW BUILDING 
SECOND FLOOR 





To let our customers know that we 
are again distributing 


GeIeNSyilG 


weLOID TREATEO FABRIC 


FREE OFFER 


When ordering CELASTIC, tell us you saw our adver- 
tisement in DISPLAY WORLD and we will send you Free 
a Five-Gallon Drum of BW 4 Star Softener with every 
25-Yard Full-Width Order, thin, medium or heavy. 


Pot CELASTIC tin wei 
Full width $2.06 yd. 


yi CELASTI Cc Medium weight- 
Full width $2.40 yd. 


For indoor and outdoor spectaculars .. . 
cuts production time and cost... it’s light- 
weight, unbreakable and weatherproof. 


BUY DIRECT AND SAVE! 


ORIGINAL DISTRIBUTORS OF COLLOID-TREATED FABRICS FOR DISPLAY USE 


*®T. M. American Cyanamid Company. 


7 i] 156 7th AVENUE, 
— NEW YORK 11, N.Y. 
en AITErs TAC. discnquin s-1500 


DISPLAY WORLD 








} A 


NEW 


DISPLAY WORLDS 
TO CONQUER? 


USE CELASTIC AND 
YOU'VE GOT IT MADE! 


Anything for amusement can be made with Celastic.. . 
large or small, indoors or outdoors, for Park or playground. 
No other material solves display problems so well... so 
efficiently. Celastic is easy to work with — just cut, dip and 
shape. It dries rapidly to become a permanent, water- 


proof plastic display that will take practically any finish. , 


Celastic is ideal for negative and positive molding, for 
armature and free-form sculpture. Available in 3 weights. 


FOR ADDITIONAL INFORMATION REGARDING DISPLAY 
CELASTIC, PLEASE WRITE TO US AT THE ADDRESS BELOW: 


GSleNSiIc 


COLLOID TREATED FABRIC 


ANOTHER PROOUCT 


AMERICAN CYANAMID COMPANY 
609 SCHUYLER AVENUE + KEARNY,.N.J. 














EVERY FLORAL 
DISPLAY 


INDIVIDUAL CUT FLOWERS e POTTED PLANTS e TREES e VINES 
HANGING PLANTS e GARLANDS e FERNS AND FOLIAGE 


UNBELIEVABLY REALISTIC POLYETHYLENE CREATIONS BY 


— Prilig 0- Floral 


Perfection in colors and detail . One-stop shopping at PRESTIGE 
able, fade- and weather-proof. . * PRES. FLORAL supplies every conceivable type 
TIGE FLORALS are ideally suited for of floral presentation. If it grows, we've 
decorative indoor and outdoor displays. got it! 


Get all the facts in the FREE 1962 COLOR CATALOG. WRITE, WIRE OR PHONE FOR YOUR CATALOG. 


a 
Radin Be: > ° 

Sig he -Htrnold -Hssociates, ne. } 
SPRRE BSS : P44 


950 60th Street Brooklyn 19, New York 
TRiangle 1-3300 


DISPLAY WORLD 





FOR LIGHTWEIGHT TACKING * FOR ALL-PURPOSE TACKING + FOR 34” CROWN TACKING 


MODEL T-2 MODEL T-3 MODEL T-6 


Compact, versatile, easy-to-use model Heavy duty, general-use model. ‘‘Take- Newest Hansen Tacker drives %” crown 
with flush jaws for close-quarters tacking. up jaw’ snaps open for quick inspection tacks in four lengths from %«" to %’. 
Drives tacks narrow as %" wide. Holds and cleaning. Holds strip of 140 tacks... Features quick opening front and flush 
strip of 140 tacks. extra handy with Hansen Vest-Kit. jaw for close quarters tacking. 


5 STAPLE LENGTHS 4 STAPLE LENGTHS 4 STAPLE LENGTHS 


23TP 24TP 25TP 26TP 32 32% 33 34 63 64 65 


An | AMM ANP 


%" a" Ye" "a" 
y,” y%," y," ¥," y," * x," y%" H," 


WRITE 10 DAY for illustrated Hansen Tacker Catalog. 


A.L. HANOEN MFG. CO. 


9041 Ravenswood Avenue « Chicago 40, Illinois 


DECEMBER, 1961 





LIGHTING SERVICES, inc. 


























wing mountings: 


Base (with tab) 
pecify Pinup) 


xtures are available with the follo 
_4 Weighted 


_| Twist-on (ULD) 
_? Roller Track (ULD) _5 Canopy (ors 
—7 Wwiremold 


_3 C-Clamp 
all fixtures USE any combination of color filters, color Li 
a ind hood, color filter and GHTING SERVICES. 1 
, INC 
SALES & EXECUTIVE OFFICES: : 


re, color filte 


| ACCESSORIES filter and louvrs | 
spread lens, color filter and anti-heat lens. 
77 PAR 
cielaiaeiaiaia K AVENUE, NEW YORK 16,N.Y. MU3 
VICES MFG. CORP., 12 MAPLE AVENUE oc 
’ TRAW, N. Y. 
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Limousine Service during N.A.Di. 


Malerinl, ° J, C. 


Market Week, Decembe, 10-14. 


— New York 
ials, Inc. 
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ASSIFICATIONS 


Women's Dresses 
Women's Biouses, Sweat- 
ers, Sportswear 
Women's Coats, Suits 
Furs 

Brida! Displays 

M il nery 

Lingerie 

Foundation Gorments 
Women's Shoes 
Womens hosiery 

Bags, Gloves, Accessories 
Cosmetics, Parfumes 
Women's Bathing Suits 
Beach Weor 

Women's Fven ng Wear 
Mother's Day Displays 
Children's and 
Wear 

Teenage Apparel 
Men's Clothing 
Men's Shirts 
Mens Hats 
Men's Shoes 
Men's Robes 


OF tel tava tela 


Infants 


Neckweor 


Pajamas 


Mens Evening Wear 
Mens 
ng Suits 
er's Day Displays 
Goods, Curtains. 
Draperies 


Sportswear, Bath- 


Notions 
Linens, Bedding 
Furniture 

Hoyse Furnishings, Rugs 
Points, Wallpaper 
Jewely, Watches 

China, Glassware, Silver- 
ware 

Toys 

Luggage 

Spyrting Goods 

Muyical Instruments 
Phahographs 
Rapjios 


Records 

Television Sets 
Hice Equipment, Sup- 
pliqs 

Bo¢ks, Greeting Cards 
Stdfionery 

Drygs 


Cr ceries 
>. Cdidy Nuts 


Lidjor, Bottled Goods 
Ha dware, Garden Sup- 
plins 

Aud Showrooms 

r or Appliances 

Mire Appliances 
UWity Service 

Bat ¥ Savings Institution 
Phi “ographic Equipment 


§2. Trq gel Displays 


Exh bit Booths 

arr 

SP pg-Easter Promotions 
Sty Show Settings 

Ci ye 
Thesksg ving, Independ- 


enfiy.Day Displays 
‘ 
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Spi gal Event Promotions 
Ch 


istrmas Institutional 


l. Chastmas Merchand:s: 


Ch *tmas Interior 

Aa. ' 
Ch istmas Exterior 
Ng jonal Advertisers 
tr) we 
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. All entries become 


The (96 


International 


DISPLAY CONTEST 


DISPLAY WORLD's 13th International 
Display Contest is now underway. Its 
210 awards in 65 merchandise and serv- 
ice categories will continue to provide 
an incentive to still better display 
throughout the world and to reward 
outstanding displaymen with tangible 
evidence of their ability. This recogni- 
tion of meritorious work will benefit the 
entire profession, and DISPLAY 
WORLD views it as one of our 
obligations to the field we serve. 


All displaymen are invited to partici- 
pate. There are no restrictions. Top 
awards are beautiful gold, silver and 
bronze plaques, and there are gold, sil- 
ver and bronze medals presented in each 
category. In addition, a gold medal is 
awarded each month for the best dis- 
play entered in the contest during that 
month. 


No strings are attached! No entry blanks! No slogan- 
writing! Nothing is required but good displays. Read 
the rules carefully and get your entries started today 
... and keep them coming. The more entries submitted, 
the better your chances for international recognition. 





. Any displayman in the world may enter this con- 


test; it is mot necessary to be a subscriber to 
DISPLAY WORLD. 


. All entries must be of displays installed during 


the year 1961, except those 1960 displays received 
after the December 31, 1960, deadline. 


. Entry is by means of one or more unmounted 


black-and-white glossy photographs, preferably 8 
x 10 inches in size. As many entries may be made 
as desired. No entries will be returned. 


. Each photograph must be clearly marked on the 


back with the name of the entrant, store, city, and 
contest classification: Example: “John Jones, Dex- 
ter & Sons, Kansas City, Mo. Classification No. 46.” 
the property of DISPLAY 
WORLD 


. All entries must be sent to Contest Editor, DISPLAY 


WORLD, Cincinnati 1 


. Entries may be submitted at any time. All entries 


received during a given month will be judged for 
the monthly gold medal award for the “Display of 
the Month.” All entries must be received not later 





Entries to Contest Editor 


than December 31, 1961. Entries received after this 
date will be entered automatically in the 1962 
contest. 

. The entry judged best in its classification will re- 
ceive 3 points and a gold medal; second best, 2 
points and a silver medal; third best, 1 point and 
a bronze medal. The entrant who receives the 
greatest number of points will be awarded a gold 
plaque, suitably engraved; the one receiving the 
second greatest total number of points will receive 
a silver plaque; the third greatest total number of 
points, a bronze plaque. 

. Each photograph entered will be eligible for only 
one classification. 

. Judging for the annual awards will be done by an 
outstanding board of well-known display authori- 
ties. Their decisions will be final. 

. Judging for the monthly “Display of the Month” 
gold medal award will be done by the editorial 
—_ of DISPLAY WORLD. Their decision will be 

nal. 

. In case of a tie, duplicate awards will be made. 


DISPLAY WORLD 


[The International Display Authority! 


CINCINNATI 1, OHIO 





DISPLAY WORLD 











talon 


BOOK 
ON DISPLAY 


DYNAMIC DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 


e 268 Pages 


e More than 600 illustrations 
e Size 9 x 12 inches 


e Cloth bound 


e Now in third edition 
e Contains everything about Display 


—-YOU MUST HAVE A COPY 
. to make your displays sell more goods faster 
.. it's the kind of book you have been waiting for 
_ it's a necessity for everyone engaged in display 


or using displays 


PARTIAL LIST 


Training for Display Work 
Recipe for a Displayman 
Common Errors in Display 
Working Methods 

Application of Art in Display 
Abstract Art in Display 
Technique of Painting 
Technique of Enlarging 
Eye-Caichers 

Paper Sculpture 

Display Materials 

Papier Mache 

Balance and Symmetry in Display 
Line and Form in Display - 
Principles of Contrast 

Howto Master the Space Problem 
Preparatory Work 

The Window Plan 

Birth of a Show Window 
Display on a Small Budget 


OF CONTENTS 


Variations on a Basic Idea 

The Display Calendar 

Layout of Merchandise 

Display of 19 Different Wares 
Small Windows 

The Store Front 

Interior Display 

Expositions and Trade Fairs 
Decorations on the Store Front 
The Flower in Display 

Color 

Paints, Binders and Thinners 
Lettering and Display Signs 
Lighting 

Animation in Display 

Figure Draping 

Display Fixtures 
Economy and Good Housekeeping 
The Workshop 

Windows of the World 


PRICE +10 POSTPAID 


immediate Delivery! 


Order Your Copy NOW! 


es hes 


” 
= 


¥ Pe 
it TEED, sow 
“T 
Se 


aaa 


x 


’ Os : 


Endorsed 
by the country's 
foremost display directors. 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now, 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete treatment 
of modern display technique and practice. The student will find it a 
sure guide to display techniques and a real help toward steady 
improvement and perfection in his work. For the experienced and 
professional displayman it is rich in display ideas and an invaluable 
reference work — in fact, a display library in itself. Retailers, both 
large and small, will find it a positive guide to good selling displays. 
The author draws freely on his wide experience to explain each facet 
of retail display and shows by photographs and sketches the practical 
application of display techniques for modern displays that sell. 
Display problems and their solutions are explained in detail. It gives 
display a scientific background to make the medium of display more 
powerful and effective. Study the partial list of contents and you will 
realize that this is a book you MUST have. Its value to you cannot 
be measured by its reasonable cost. 


: DISPLAY WORLD, Cincinnati 1, Ohio 


s ( Please send me postpaid a copy of DYNAMIC DISPLAY, for 
which $10.00 is enclosed. 


[ Please send me a copy of DYNAMIC DISPLAY and enter or 
extend my subscription to DISPLAY WORLD for one year, for 
which $14.00 is enclosed, a cash saving of $1.00. (All foreign 
combination orders except Canada $1.00 additional.) 
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Mannequin wigs by mil 


Corsillo... 


Originator of the mannequin wig 


U.S. PATENT NO. 2,661,749 
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DISTRIBUTED 

ONLY BY LEADING 
MANNEQUIN 
MANUFACTURERS, 
MANNEQUIN REFINISHERS, 
DISPLAY JOBBERS 

' THROUGHOUT THE WORLD 
EMIL CORSILLO, INC. 

1343 NORTH LA BREA 
HOLLYWOOD, CALIFORNIA 


You are invited to our style preview at the N.A.D.1. Market Week Dec. 10-14, 1961. Room 402-403 New York Trade Show Bidg. 
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for the privilege of serving your display needs 
throughout 1961, we extend our sincere gratitude. 
Once again we have had the pleasure of doing a 
tremendous volume of business with many of the 


Ly ee 
0) 


top stores in the nation. 
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Looking Forward 


to 1962 with optimism, 
our designers are busy formulating designs 
that will meet with your enthusiastic approval. 


Sat U. Gasthof C2 Luc. — ff 


DANVILLE, SLL1NOIS 











a= MODEL M-1448 istown sow 
PRINTS ALL SIZES UP TO 14" x 48" 


FEATURING — “MAGNETIC” TYPE LOCK-UP 


GREATEST ADVANCEMENT IN SIGN MACHINES WITHIN LAST 25 YEARS 


PATENTS APPLIED FOR 








NO MODERN STORE IS COMPLETE WITHOUT A 
SHOW CARD PRINTING MACHINE! 


MODEL "M"—Using regular printers’ 
metal and wood type. 
MODEL "B"—Using rubber type. 


e BOTH MODELS MADE IN 3 SIZES 
e COMPLETE UNITS FROM $158 UP 
@e MANY NATIONAL CHAINS HAVE 
FROM 50 to 500 OR MORE IN USE 
FOR DETAILS WRITE 


THE SIGNPRESS CO. 
BOX L-146 ADRIAN, MICH. 


























D O n t Deadline for entries in DISPLAY WORLD’s 
1961 International Display Contest 


Fe org tae is DECEMBER 31 


See complete list of rules and merchandise categories on page 18. 





DISPLAY WORLD 
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Che Sra Berkons 


WITH OUR NEW PEAR SHAPE 
GLASS FLOATS 


For Cruisewear, Bathing, Fishing 
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We cordially invite you to visit us at our 
NEW SHOWROOM and look over our wide 
selection of New Display Materials at your 
leisure. 


Enjoy our hospitality during NADI Market HIGHLY DECORATIVE 
Week. Limousine Service from NADI head- BEAD CURTAINS 


quarters to our Showroom at your service. In Colors and Crystal 


Kenhury Glass Works, 205 West 19th Street, New York 11, New York 
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I didn't see anything so unusual at the Stheituy Spring Show 


the unusual is always usual there 





OX 








Ms All Hobbers anal Whanu acturers 


» invitation fo visit our Phe York shacntines at 163 W 23rd St. 
during the | of oe a for any ~ me time during the year.) 


Consistent with our continuing effort to present the new and unusual for every 
season and special requirements, we will have many innovating ideas for your 
viewing. 


EXTRA ADDED ATTRACTION! 


For those early birds who like to plan well in advance — we will have a large part of our new 
Fall and Christmas lines ready to preview. 


WARNING!! 


Our variety can be the spice of your life. Plan to look in leisure. Those customers who visited 
us during the last Market Week stayed much longer than they originally planned — and it 
wasn't our “handsome” sales force that held their attention, either. 


WE LOOK FORWARD TO SEEING YOU 


TELEPHONE NUMBERS: Algonquin 5-2447 and 5-244| 


Hub Floral Manufacturing Co. 
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WOLFE &VINEE 


SEE OUR EXHIBIT AT THE N.A.D.I. SHOW New York Trades Building, Room 328, December 10 thru 14. 
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SILK SCREEN 
REFERENCE LIBRARY 


Screen Process Printing (2nd Edition) 


By ALBERT KOSLOFF 


294 Pages—162 Illustrations—Numerous Charts and Tables 
Completely Cross-indexed 


A basic text book suitable for the beginner as well as an invaluable reference 
aid to the advanced technician. Covers printing fabrics including metal meshes, 
inks including fluorescents, squeegees, and hand cut, blockout, washout and 
photographic screen printing plates. In addition, there are chapters dealing 
with drying equipment, presses, decalcomanias, flocking, textiles, electronic 
circuits, ceramics, wallpaper and others. 

Really a standard text for the industry—over 7,000 have been sold to date 
—that any shop, large or small, can ill afford to be without. 


Photographic Screen Process Printing 


By ALBERT KOSLOFF 


Over 250 Pages—136 Illustrations 
Completely Cross-indexed 


An advanced text book dealing with the refinements that have been made in 
recent years in photographic screen printing. This book complements the basic 
book and discusses the various types of photographic materials available for the 
industry. Halftone printing, color separation, process cameras, drying equip- 
ment and machine printing are taken up in detail. 

An advanced reference book for the shop which is interested in fine screen 
printing, and halftone and four color process printing. 


SCREEN PROCESS Magazine 


$5.00 per year in U. S. and Canada 
All other countries $6.00 


The monthly trade publication of the silk screen industry, offers complete 
coverage of the industry, both commercial and industrial phases. Appearing 
regularly are articles on a vast array of subjects including: techniques, pro- 
duction, application, art and design, sales romotion, management, cost account- 
ing, plant layout, and many more. In addition, there are many departments as 
“Readers’ Service,” “Materials & Equipment,” “Tricks,” “Opportunity Ex- 
change,” etc. And principal suppliers to the industry are regular advertisers, 
making each issue a valuable reference source for purchasers. December issue 
contains a complete cross index to all feature articles appearing during the 
year making it a handy reference source. 


SAVE $2.00 


ORDER ALL 3 
ONLY $16.00 


in U.S., U.S. Possessions 


and Canada. Elsewhere Se SS SS SS SSS SSF SSS SSS SS SSS SS SST SSS SSK SREB Se ee | 
$17.00 Check appropriate box, enclose remittance and mail to 


SCREEN PROCESS Magazine, 
P. O. Box 1171, Cincinnati 1, Ohio 








0 GET ALL THREE—SCREEN PROCESS P nny ent we ee eee ae eee eet 
” RINTING (2nd EDITION), 
PHOTOGRAPHIC SCREEN PROCESS PRINTING, and ONE YEAR'S  (PULOSRATHIC SCREEN PROCESS PRINTING (postpaid), $6.00. 
SUBSCRIPTION TO SCREEN PROCESS MAGAZINE, $16.00. (Pur- g sales tax, tota 
chasers living in Ohio add 39c sales tax, total $16.39; elsewhere in United C] SCREEN PROCESS PRINTING (2nd EDITION) postpaid) $7.00. 
States, U.S. Possessions, and Canada $16.00. All other countries $17.00.) (Purchasers living in Ohio add 2lc sales tax, total $7.21.) 


ane Money-Saving Combination Offers 


— C] PHOTOGRAPHIC SCREEN PROCESS PRINTING and ONE YEAR'S 
; SUBSCRIPTION TO SCREEN PROCESS MAGAZINE, $10.00. (Pur- 
chasers living in Ohio add 18c sales tax, total $10.18; elsewhere in United 
prune States, U.S. Possessions, and Canada $10.00. All other countries $11.00.) 
aoauemneemnsteenemenenenen [] SCREEN PROCESS PRINTING (2nd EDITION) and ONE YEAR'S 
SUBSCRIPTION TO SCREEN PROCESS MAGAZINE, $11.00. (Pur- 
living in Ohio add 2lc sales tax, total $11.21; elsewhere in United 

States, U.S. Possessions, and Canada $11.00. All other countries $12.00.) 

















with HLA'TON ‘GRASS 


WORLD'S MOST FARIOUS A IFICIAL GRASS 
NYY YN SAY ) 


Y ¥ WV YY 


Put Zing "lel Cales 


Use grass to attract winter-weary eyes, to dramatize your product 





and create a sales-making atmosphere. And get the thickest, 
greenest, most luxuriant grass you can buy, Eaton Velvety. 
Made from finest imported Madagascar rafhia, with exclusive 
stitched binding so that mats lie smoothly with no wrinkles. 
Six standard sizes or made to order. 


NEW! EATON Rofabric 


combining rich texture with 9 glowing seasonal colors to make the 
most exciting new display material in years! Available in mats or 
loose (Scatteraf). Send coupon for more information! 


MAIL HANDY COUPON BELOW! 


EATON BROS. CORP., Display Div., Hamburg, N.Y. 


? Please send me your new 1962 catalog which includes samples, 
/ prices and details on Eaton Velvety Grass, Rafabric and Scatteraf. 
EDA TION crotens cone 


HAMBURG, NEW YORK Name 
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JUST A FEW OF THE.NEW OR REMODELED 


BEEN HONORED TO CUSTOM FIXTURE: 


MAX ADLER'S 


Mishawaka, Indiana 


GUS BLASS 
Pine Biuff, Arkansas 


BOSTON STORE 


Massenc, New York 


BRANDEIS 
Cross Roads 
Omeoha, Nebraska 


DAYTON CO. 


Minneapolis, Minn. 


E. W. EDWARDS 
Ridgemont Plaza 
Rochester, New York 


EMPORIUM DEPARTMENT STORE 


Signal Hills Shopping Center 
St. Paul, Minnesota 


GRAND LEADER 
Ft. Wayne, Indiana 


HAMBURGER'S 


Reisterstown Road 
Baltimore, Maryland 


HAROLD'S, INC. 


Minneapolis, Minnesota 


HEMPHILL-WELLS 
Lubbock, Texas 


HENS & KELLY 
Eggertsville, New York 


KAUFMAN & STRAUS 
Louisville, Kentucky 


LIPMAN-WOLFE & CO. 
Portiand, Oregon 


LOVEMAN'S 

Ook Ridge, Tennessee 
MAAS BROTHERS 
Cleerwater, Florida 
McRAE'S 


Westiand Plaza 
Jackson, Miss. 


STORES WE HAVE 


PECK & PECK 

Braintree, Massachusetts 
Merchantsville, New Jersey 

Short Hills, New Jersey 

PIZITZ 

Roebuck Shopping Center 
Birmingham, Alabama 

H & S POGUE 

(Kenwood Plaza, and Tri-County Stores) 
Cincinnati, Ohio 

RICE'S FASHION CORNER 
Norfolk, Virginia 
ROTHSCHILDS 

Y.9. APACHE SHPG. CTR. 
Minneapolis, Minnesota 
STEWART'S REISTERSTOWN 
Baltimore, Maryland 

STIX, BAER & FULLER 


River Roads, St. Louis, Missouri 


YOUNKER BROTHERS 
Bettendorf, lowa 


We are one of the largest manufacturers of custom made fixtures, catering to the better department and specialty stores. 
Our success is based upon experience of up-to-date techniques and problems of visual merchandising at every point-of- 


purchase. 


Let us help you plan your department from your blueprints. 


tremendous stimuli for selling more merchandise. 


Better Display Fixtures 
139 Duane Street, N. Y. 13, N. Y. 


You will find our designs, construction and planning 


THALL PLASTICS & METALS, INC. 


NADI MARKET WEEK, DECEMBER 10th-14th, NEW YORK TRADE SHOW BUILDING, ROOM 339 














For Spring, 1962 


Paper Forsythia & Magnolias 
Paper & Cloth Ivy & Philodendron 
Paper & Cloth Tulips 

Paper Lilacs and Geraniums 
Paper & Cloth Wisterias 

Paper & Cloth Daisies 

Paper Azaleas 

Cloth Easter Lilies 

Cloth Mimosa Sprays 

Rose Sprays 

Paper Cherry & Apple-Blossoms 
Cloth Branched Carnations & Heads 
Paper Carnations 

Cloth Birch Leaf Sprays 

Plastic Flower Sprays & Foliages 
Plastic Foliage & Flower Garlands 
Plastic Smilax Vines, 9 ft. long 
Plastic Bamboo Sprays, 5 ft. long 
Plastic Wisterias and Sprays 

36” & 60” White Lace Parasols 
36” & 60° Matgold Parasols 

36” Parchment Parasols 

3-Ball Hanging Lantern Unit 


Folding Parchment Tassel Lanterns 
Mercerized Silk Rayon Machine Cotton 
Natural Reed Twist, 12” x10’ 

Natural Reed Screens, 6’ x 15’ 
Plastic Colored Tube Twist, 12” x 10’ 
Nylon Butterflies 

Natural Pouper & Stake Vining 
Cotton & Rayon Roping 

Natural Bamboo Bird Cages 

30” & 36” Woven Rattan Circles 
Woven Mats 

Cotton Fish Traps, 30°” x 8’ 
Colored Birch Poles, 8’ 

Laurel Trees, 4’-6’ 

Oak & Birch Poles—Yucca Poles 
Cherry Branches (30° Crowns) 
Feather Birds 

Moro Mats, 3’ x 26’ 

Tonga Mats, 4° x 8’ 

Natural & Honey Color Bamboo Poles 
Natural & Varnished Fishing Poles 
Bamboo & Rattan Chains 
Mahogany Woven Panels, 4’ x 8’ 


Rattan Cages and Animals 

Folding Bamboo Lattices, 2° x 6° 

Folding Bamboo Lattices, 4° x 8° 

Bamboo Curtains, 3’ x 8’ 

Wood Chip Pine & Cedar Blinds 

Sein Nets with Floats 

Fishnet, 2 x 10 yards 

Coconuts & Cocofibre 

Wood Chip Panels, 27” x 8’ 

Thatch Roofing (Rain Capes) 
different sizes 

Sea Shells, Fans & Starfish 

Wicker Platforms, Globe Units 

Wicker Birds 

Natural Raffia 

Green Prepared Smilax 

White Folding Lattices, 22 x 6 & 30 x 10 

White & Redwood Wagon Wheels, 36” 

Green Prepared Cycas & Phoenix Lvs. 

Natural Prepared Adiantum Fern 

Painted Wired Areca Leaves 

Green Painted Palmetto Leaves 
Various Sizes 


Many other flowers and foliages, Display-Units from Hong Kong, Japan, Mexico, Italy and Spain. 








6 SECOND STREET 
NEW YORK 3, N. Y. 


LOUIS SCHNEIDER CORP. 


Our only Office, Showroom and Factory 
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...In each of these series you'll find 
the reflection of a new look, 


a great new elegance of fashion. te 
Each group expresses the freshest 


approach to fashion presentation 


“STUDIO” BEAU MONDE SERIES 
... new beauty, superb sculpturing 
and styling from famous agency 
models. Never before has such 
distinctive life-like styling been 
captured in lasting durable plastic. 


BEAU MONDE ‘DESIGNER'S’ SERIES 
A popular priced group that offers 
more fashion per dollar than 
comparable figures on the market. 
beau monde’s high standard of 
workmanship and quality is rigidly 


adhered to in the designer's series. 


BEAU MONDE “STANDARD” SERIES 
... unrivaled in quality, concept 
and craftsmanship i<.at a 


price every store can aftord. 


beau monde Mannequins are 


distributed by authorized 
AMERICAN FIXTURE INC. 


Distributors in all principal cities. pene 











Editors Comment 


Walter Hoving, chairman of the board of Tiffany's, can best be 
described as the country's top itinerant store president, having 
preached his successful retailing philosophy from behind some of the 
best desks in the business, Lord and Taylor, Bonwit Teller, Macy's and 
Montgomery Ward (the latter two only as vice-president). He was also 
president of Tiffany's until recently. 


Mr. Hoving is expected to impart his attitudes concerning display 
to the displaymen visiting Spring Market Week at New York City, 
December 10-14. The Breakfast Forum at which he will speak is at the 
Hotel New Yorker on Monday, December ll. Free breakfast will be served 
at 8 a.m. 


He will be joined by Miss Alice Hughes, writer of a syndicated 
column under the heading, "A Woman's New York," published in more than 
100 newspapers. 


Introducing the two top speakers will be Lester Gaba, whose 
imaginative and practical display ideas are read eagerly in Women's 
Wear Daily. It is particularly courageous of NADI to turn over the 
microphone to Mr. Gaba, who is constantly informing his readers how 
they can install a display for as little as a dollar's worth of 
materials. Since NADI is picking up the tab for this splendid progran, 
please be kind to your host during the question-and-answer period that 
follows the speakers...and also conscientiously visit each NADI exhibit 
and showroom during your stay in New York City. 


We also want to urge displaymen to promptly send in photos to be 
entered in the NADI display contest. Rules of the contest are listed 
elsewhere in this issue. If any displayman has already entered his 
only photos in our International Display Contest, I'll be glad to dig 
them out and send them to NADI as your entries and get them back in time 
for judging of our contest. However, you'll have to let me know 
immediately. 


While attending the symposium and exhibit of the Point-of-Purchase 
Advertising Institute at Chicago recently, I had the opportunity of 
walking down the hall of that enormous and magnificent McCormick Place 
and into the exhibition of products being presented to the members of 
the National Retail Lumber Dealers Association, 


A number of displaymen from the Chicago area had already made 
their rounds of this immense display of primarily wood, metal and 
plastic materials of a decorative as well as functional nature. Display 
manufacturers as well as displaymen would have found such a trip re- 
warding. I'll tell you about some of the products as soon as there is 
time to wade through the suitcase full of descriptive brochures and 
catalogs brought back. 


The POPAI show itself was decidedly smaller than in previous 
years--or perhaps it just looked so in the spacious hall. There were 
not many really new ideas presented except in the more elaborate, yet 
subdued, combinations of light and motion as exemplified by the plastic 
display manufacturers. These were certainly a rest for the eyes after 
seeing so many supermarket displays (Please turn to page 70) 





Whether you are merchandising one store, ten stores, or 

1000 stores, Printasign can help you pull extra dollars 

SI G NS from busy store shoppers! The new improved Printasign 
| automatic displa e writer is engineered for today’s 
mak ve retail te : pos neat, br te selling 
people signs SIX TIMES FASTER than you can now make 
; ordinary signs! Users throughout the world will tell 

S'‘D end, you this amazing Printasign display type writer can be 
operated by anyone...no messy type to handle, set, or 

TVHLOYVE unset. It pays for itself. It mechanizes sign production. 


It is yours on a rental or purchase basis. Just return 
the coupon below, today. 


Announcing new 
-amproved > advanced 
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A display type writer 


Speed 
Merchant 
AY ferera 


* Reynolds Printasign Company 
SIGNS are the only substitute 9830 San Fernando Road 
for salesclerks , TP Pacoima, California 


SIGNS YES, I want to know more about Printasign’s solution to today’s 
help prevent retailing problems! I understand there is no obligation. 


profit-robbing walk-outs NAME 





STORE NAME 
ADDRESS 





SIGNS never forget the facts 





CITY ZONE STATE 
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Mardi Gras Gay Setting 
For NADI Spring Market 


Mark your calendar: Dec. 10-14, New York Trade 
Show Building, New York City 





Tiffany Board Chairman, top columnists on 


Breakfast Forum program . . . You're invited. 


It’s still not too late to enter display photo con- Walter Hoving 


test .. . Complete rules listed elsewhere. 


DIRECTORY OF MARKET WEEK EXHIBITORS 


Aarving Displays, Inc. 

Kurt S. Adler, Inc. 

Amplex Corporation 

Artificial Plant Company... 
Arts & Flowers Displays, Inc. 
Associated Fabrics Corp. 

Asty Import Corp. 

Atlantic Plastics Co., Inc. 
William L. Baer Co., Inc. 

Jean Ballin Designs 

Harry Berkoff 

Bliss Display Corp. 

Bulkley Dunton & Co., Inc. 
Butler Paper Company 

Chic Display Co. 

James A. Cole Co., Inc. 
Columbia Display Material Co. 
Emil Corsillo, Inc. 
Decorative Novelty Co... 
J. P. Denton Co. 

Display Arts, Inc. 
Display Associates, Inc... 
Display 

Displays Unlimited, Inc... 
Display World 

Doerr & Associates.. 
Duplex Display & Mfg. Co. 
Economy Cover Corp. 
Elect Mfg. Co. 


Ev-Ready Advertising, Inc. 


Favrex Designs 
Ferro-Craft 

Frankel Associates, Inc. 
Garrison-Wagner Co. 

E. W. Gasthoft Co. 
Goldsmith and Sons 
David Hamberger, Inc... 
Imperial Display Corp. 
Kalmo Textiles, Inc. 


32 


. .326 
315-317 
. 440 
441 
424 
.416 

. 411 

- oan 
346-347 
425-426 
423 
325 

...- 208 
334-336 
. .430 

. 446 
301 
402-403 
.435 
443-444 
412 


429-431-432-434 


302 


2nd Floor Foyer 
. .340-341-343 


401 
332 
427 
439 


333 
349 
210 
208 
335 
312 


327-329-331 


445 


Kaytee Imports, Inc. 
Gordon Keith Originals 
Stuart M. Lerner, Inc. 

S. Liebmann Studio 
Lighting Services, Inc... 
Lion Ribbon Company 
Lombardo and Co., Inc. 
Maharam Fabric Corp. 
Met-Wood Floral Mfrs., Inc. 
Mileo Mannequins .. 
Mitten’s Display Letters 
Nesbit Industries, Inc.... 
New Style Studio 

Park Lane Fabrics Co... 
The Pentone Company .. 
Plastic Fabricators 

Leo Prager, Inc. , 
R-Tex Company ............ 
Regal Flower & Display Co. 
Resident Display, Inc...... 
Rip Studio, Inc. 

Gustave Rubner, Inc... 
Sama Plastics . Fees 
Bernard Schwartz & Co. 
Sebastian Displays, Inc. 


Silvestri Art Mfg. Co............. 


David & Michael Sloan, Inc. 
Spaeth Displays, Inc. 

Dave Starkman o 
W. L. Stensgaard & Associates 
Sylvor Company 

Tero, Inc. i ee 
Thall Plastics & Metals, Inc. 
Union Novelty Co., Inc... 
United States Display Corp. 
Visual Sales Co. 

Ben Walters, Inc. 

Wolf and Vine, Inc. 

Zafero Studios 


206 

. .405 
404 
322-323 
‘<se 
420-421 
. .204 
308-309 
303 

202 

304 

442 

211 

414 

348 


437-438 


418 


415-417-419 
. 433-436 
..206-A 


.. 345 


214-215 
330 

319 

339 
338-342 
344 

337 

406 

. 328 
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Alice Hughes 


Lester Gaba 


DISPLAY WORLD 





ices CARNIVAL atmosphere is ex- 
pected to contribute to the looking and buy- 
ing mood of displaymen, jobbers, retailers 
and many others in the market for Spring- 
Summer display materials when the National 
Association of Display Industries throws 
open the doors of its Market Week at New 
York City, December 10-14. 

The New York Trade Show Building will 
be gaily decorated with Mardi Gras settings 
from the entrance lobby throughout the entire 
three floors of NADI members’ exhibits. 
Young ladies carefully tutored on how to 
look pretty and punch door prize cards will 
be stationed here and there. No doubt the 
coffee with chicory ala New Orleans will 
flow endlessly. 

But over this facade of gaiety there will 
hover an aura of expectancy and urgency on 
the part of both buyers and sellers. “Where 
is that something new and different that I 
need to sell my merchandise this coming 
season?” asks the displayman. “Where are 
the products that will be readily accepted by 
my following?” asks the display jobber. 
“Where are the customers?” asks the ex- 
hibitor ? 

This business-like attitude is actually nor- 
mal, and we would wonder “Why have a 
Market Week?” if it were not the case. But 
it is obviously intensified by all the talk of 
recent months recognizing the trends in 
retailing and wondering what the effects 
will be upon display. However, retailers 
have always been slow to change and we 
expect buying habits to follow the same 
pattern. This Spring-Summer Market Week 
should be quite successful. 

The most pleasant note of all is that the 
NADI is again inviting everyone to free 
breakfast on Monday morning, December 11, 
at 8 a.m. at the Hotel New Yorker. Tickets 
can be picked up at NADI headquarters at 
the show. 

After breakfast, Lester Gaba, well-known 
author, lecturer, fashion show stager, and 
columnist for Women’s Wear Daily, will 
introduce Walter Hoving, board chairman 
of Tiffany’s. 

Mr. Hoving was formerly a vice-president 
of Macy’s and Montgomery Ward and pres- 
ident of Lord and Taylor and Bonwit Teller. 
He is the author of a current book, “The 
Distribution Revolution,” and earlier of 
“Tiffany’s Table Manners for Teenagers.” 

After Mr. Hoving tells his attitudes to- 
wards display, Mr. Gaba will introduce Miss 
Alice Hughes, who writes the column “A 
Woman’s New York” for more than 100 
newspapers through the King Features syn- 
dicate. She will talk on the subject “Through 
the Transparent Looking Glass.” 

Following the speakers there will be a 
question-and-answer period until 10 a.m., 
when the exhibits will again be open. 

Regular hours for the show are as follows: 

SHOW HOURS 
Sunday, Dec. 10: 10 a.m. to 6 p.m. 
Monday, Dec. 11: 10 a.m. to 6 p.m. 
Tuesday, Dec. 12: 9 a.m. to 6 p.m. 
Wednesday, Dec. 13: 9 a.m. to 6 p.m. 
Thursday, Dec. 14: 9 a.m. to 1 p.m. 

This time the NADI is cooperating with 
the Royal Orleans Hotel of New Orleans 
for a fabulous trip for two to that gay city 
for the annual Mardi Gras celebration, four 
wonderful days in all. Readers need no ex- 
tensive introduction to the thrills of Mardi 
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INSIDE AND OUT, the 
Royal Orleans Hotel of 
New Orleans captures the 
quaint atmosphere of this 
fabulous city and a lucky 
visitor to Spring-Summer 
Market Week will win a 
four-day vacation at this 
hotel during Mardi Gras, 
March 3-6. The expense- 
paid trip is for two per- 
sons. Registrants at Mar- 
ket Week must have their 
tickets punched on all ex- 
hibit floors to be eligible. 


DISPLAYMEN have al- 
ways found inspiration in 
design and _ construction 
techniques of the beautiful 
and intricate floats of the 
many Mardi Gras parades. 
Shown below is a close-up 
of one of the dramatic 
papier maché creations il- 
luminated by flares and 
flambeaux. Floats are the 
product of a corps of high- 
ly skilled designers and 
builders. Construction is a 
year-round operation in se- 
cret dens. Each new Mardi 
Gras, to be visited by a 
lucky winner at NADI 
Market Week and _ his 
guest, brings new parade 
themes and new float crea- 
tions. 


Gras or the beauty of historic New Orleans. 
In order to be eligible for the drawing that 
will be held Wednesday afternoon of the 
show, each visitor must have his ticket 
punched by the girls strategically located on 
all exhibit floors. 

On the Fourth Floor will be a gallery of 
photos entered in the third display contest 
sponsored by NADI. Prizes totalling $950 
will be awarded the winners selected by 
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ballot of the visiting displaymen and retail- 
ers (white badge wearers). Additional en- 
tries are needed to make the contest a suc- 
cess. Complete rules are listed elsewhere in 
this issue. Spring-Summer displays of 1961 
are eligible. 

Daily door prizes will be gifts from the 
Creole Delicacies Shop of New Orleans. 

(For additional details concerning Market 
Week, read the NADI Newsgram on page 66.) 





and the Retailing Revolution 
(Part Iwo) 


Public Law 87-30 


... and what it means 


to store signing, display 


By JAMES M. REYNOLDS 


Reynolds Printasign Co. 
Pacoima, Calif. 


The new minimum wage law will add momentum to the trend 


towards self-selection in many store departments. 


The function 


of display and signing will be expanded to offset the reduction of 


sales personnel in these areas. There are more problems to this 


than casually meet the eye; and their solutions may mean the 


success or failure of the department . . . or even the entire store. 


Where To From Here In Store Signing ? 


@F MAY 5, President Kennedy signed 
the minimum wage bill passed by Congress 
two days earlier. Thus, H. R. 3935 became 
Public Law 87-30 providing for graduated 
increases in the minimum wage and extend- 
ing the Federal Wage and Hour Law for the 
first time to significance segments of the re- 
tail and service trades, as well as certain 
other fields of business. 

A summary of the provisions of the new 
law affecting retailers follows. 

Retail and service enterprises having one 
or more establishments are brought under 
coverage if they have $1 million or more in 
annual sales, exclusive of excise taxes at the 
retail level, AND if they purchase or receive 
goods for resale that move or have moved 
across state lines which amounts to $250,000 
or more in total annual dollar volume. (Es- 
timated 2,182,000 new employees covered.) 

Any small store which has less than $250,- 
000 in annual sales is exempt, even if it is in 


DISPLAY WORLD predicts: 


e Illumination is the next byword in store signing. Signs will be increasingly 
printed on rigid plastic sheeting by conventional sign machines or by screen 
printing. These sheets will be inserted in front of fluorescent tubes in “light 
boxes.” Products needed: Improved inks for printing on plastic; low-cost rigid 
plastic sheeting; thin light panels to replace need for awkward “boxes.” 

These illuminated signs will incorporate flasher units, automatic dimmers and 
brighteners, sequence timiers and other attention-getting devices defying the 
imagination today. ° 

Motion will become more prevalent in signing. Signs will rotate when suspended 
from overhead motors, or may rotate like barber poles when formed into tubes 
and mounted on turntables. Other animated devices will be employed as 
“pointers” to attract and hold attention as well as demonstrate the merchandise. 
Signs will vary from the typical rectangular shapes today and yet will not 
involve increased labor or cost of materials. 

Embossed signs will be the display rage with the development of concave- or 
convex-surface types or other textured types. These will be used on thicker, 
softer stock on regular sign machines. 

Displaymen will experiment with many new inks: Fluorescent, perfumed, metal- 
lic. Someone will develop an ink containing suspended glitter, flitter and other 
flocking materials, thus eliminating the need for the present two-step operation 
of first printing the adhesive. 

Audible signs will help take the place of “live” sales help and it will be 
perfected to the point that the salestalk will only be beamed to the individuals 
within close proximity to the merchandise and will not noticeably raise the 
noise-level of the store. These recorded salesmen will be spotted throughout 
the store to promote sale items as well as provide general store information. 
The sign, the merchandise, the package, the fixture and the display props will 
be so closely correlated with one another as to be practically inseparable as a 
unit, 

The most important signs in the store will be those small ones that identify 
sizes, styles, colors and prices, because the ease with which the customer can 
make this final selection will be the criterion for the display’s success. 
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TO ASSIST the customer in finding what he wants 
quickly and efficiently, signs will be employed more 
often than necessary in most stores today. An example 
of a type of illuminated sign that will be providing 
directions and other information to the future shopper 
is that shown here, now being produced by Marler 
Haley, Hertshire, England. The sign copy is printed by 
a regular sign machine or screen printed on a trans- 
lucent plastic disc which is inserted in the holder in 
front of a 40- or 60-watt incandescent bulb. Notice 
that venting is provided around the edges to expend 
heat. Once the fluorescent light panels are perfected 
by the lighting industry, this problem will be eliminated 
and the size can be reduced. This can be used with or 
without a self-contained flasher. 
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an enterprise that has more than $1,000,000 
in annual sales. 

For the newly covered retail employees 
minimum wage and overtime pay require- 
ments are established as follows: 

Minimum Overtime 
Wage After 

Sept. 3, 1961.. $1.00 none required 

Sept. 3, 1962.. 1.00 none required 

Sept. 3, 1963.. 1.00 44 hours a week 

Sept. 3, 1964.. 1.15 42 hours a week 

Sept. 3, 1965. 125 40 hours a week 

Overtime pay required under the law is 
time-and-one-half the employee’s “regu- 
lar rate” of pay. The regular rate may 
be more than the minimum wage; it can- 
not be less. For example, if an em- 
ployee’s regular rate of pay is $2 an 
hour, his overtime rate would be $3 an 
hour. 

The general affect of all minimum wage 
laws has been to “escalate” all wages up- 
wards. For example: In areas which may 
still be under $1 an hour, this is what can 
happen: As soon as those under the new 
minimums are raised to $1, those, of more 
service, higher skill, who have been at $1, 
can fairly demand an increase to, say, $1.15. 
Then those who have been at $1.15, can de- 
mand and will get $1.25; and so on up the 
scale. The effect will amount to 15 per cent 
or more increase in payroll costs, selling and 
non-selling. 

Even in areas where the minimum wage 
criteria are presently being met, the general 
escalation of wages through the area will 
have an affect on the hiring policies and 
basic wage scale rates of all retailers. 

Therefore a 10-15 per cent sales-salary 
increase, plus time and a half for overtime, 
will create selling problems resulting from 
reduced sales help, less experienced clerks 
on the floor, and part-time, un-informed 
help. 

An added dilemma will be the increase 
in hours of retailing nationally, including 
more night openings. The strong trend of 
self-selection, and discount type operations 
with central wrap, with or without check-out 
stands, will continue. 

The addition of federal laws requiring 
overtime pay at time and a half will create 
the following problem. Instead of paying this 
additional burden the retailer must limit the 
working hours to the legal limit, and attempt 
to get part-time sales-help. This part-time 
help will have even less knowledge of goods 
available, customer benefits, the reasons the 
goods should be sold. In an effort to keep 
sales costs, at retail, in line, today’s mer- 
chant will try to operate with fewer sales 
people on the floor. 

Said Frank Waldenfels, prominent man- 
agement consultant to J. C. Penney, R. H. 
Macy and others at the NRMA mid-year 
meeting recently: 

“Use more part-time people. Don't pay 
for what you don’t need.” He noted that 
“one large chain already has 66 per cent of 
its sales force on a part-time basis.” 

As usual the primary training of this new 
sales force, if available, to work some of 
the difficult hours involved, will be concen- 
trated on: 

(1) How to make out a charge slip prop- 
erly 

(2) How to insure proper delivery of mer- 
chandise 

(Please turn to page 85) 
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IMPORTANCE of informative signs can be pointed out by the two photos of interior departments 
of Hested’s department store, Beatrice, Neb. Store Kraft Manufacturing Company of the same 
city designed and installed the fixtures for this store and made sure that there were facilities for 
adequate signs. This store, which is almost entirely self-selection, pays particular attention to 
providing complete information through extensive signs, but yet not having the signs destroy the 
neat appearance of the store. Notice the tasteful and functional departmental identification signs 
and ledge displays in the top photo. The only sign that extends above the floor of the ledge is 
the illuminated “cashier” sign for the obvious reason that this assists the self-selection customer 
in making her purchase quickly and easily. Notice the low yard goods fixtures in the bottom 
photo and the placement of the signs. Once again the discretion adds to the overall neat appearance 
of this promotional store without hindering sales effectiveness. 
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Part Iwo 





Solving the 


Lighting Mystery 


We Quiz Mark M. Wohlwerth, 


Amplex Corporation, 


Carle Place. L. I.. N. Y. 
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Recognizing that many of the techniques and tools of display lighting remain 
somewhat of a mystery. DISPLAY WORLD has posed a number of questions 


to a prominent lighting equipment manufacturer. 


The beginning of the 


article appeared in the November issue; it will be concluded next month. 
Mr. Wohlwerth has also agreed to attempt to solve any particular lighting prob- 
lems you may have. Send them to Editor, DISPLAY WORLD for forwarding. 


A FASHION WINDOW 
(above) at Sterns, New 
York City. David Dunay 
is display director. An 
important display light- 
ing theory can be learned 
from this window. Dark 
colored merchandise ab- 
sorbs most of the energy 
of light. On the other 
hand, light colored cloth- 
ing will reflect back most 
of the energy of light. 
For this reason it is im- 
portant to plan more 
lighting of dark mer- 
chandise in displays to 
compensate for this light 
absorption. 


SAKS FIFTH AVENUE 
(left) does an unusually 
fine job of window dis- 
play lighting. The beau- 
tiful use of colored light- 
ing cannot be seen in 
this black and white 
photo. However, you can 
all but visualize the the- 
atrical shades of sun 
color, pale blues and 
white light which blend 
in a perfect composition 
to make such windows 
outstanding. These win- 
dows use combinations of 
Par 46, Par 56 and 6 volt 
pin spots. 


What Are the Popular Types of Lamp 
Bulbs Available Today for Display Use? 


We mentioned fluorescent previously which, 
in my opinion, has its use for general “wash” 
lighting in some types of stores as well as 
being suitable for back-wall “wash” lighting. 
Without question, though, the most popular 
lamps for display lighting are the reflector 
type of incandescents with the “built-in” 
reflectors. Incandescent reflector lamps have 
the advantage of being able to produce more 
light in a given area. The slight “yellowish- 
ness” of incandescent is usually preferable. 
Finally, the reflector lamps are ideal because 
they direct the light and enable the user to 
“aim” the lighting at the merchandise on 
display. There is a wide variety of reflector 
lamps on the market. For most display use 
they range in wattage size from 30w. to 500w. 


Obviously, the higher the wattage the more 
intensity of light. The reason for the range 
is the wide variety of display lighting prob- 
lems, A “baby spot” of 75w. might be ideal 
to hi-lite a small shadow box but a 300w. 
Par 56 might be needed to produce the equiv- 
alent amount of light in a high-ceilinged win- 
dow. Reflector lamps are offered’ in either a 
“flood” or “spot” type and, as the name im- 
plies, the flood will spread the light over a 
wider area while the spot will confine it. 
The spot, because the light is more concen- 
trated, produces more light in the area it 
covers than the flood. There are two basic 
types of reflector lamps, commonly known 
as “R” (for “Reflector”) and “Par” (for 
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“Parabolic”). The “Par” lamps produce 
greater intensities of light in a more con- 
fined area, watt for watt, than the “R” 
lamps. Because of the ability of the “Par” 
to concentrate more light, it has gained more 
and more acceptance among display people 
since it was introduced in the late 30s. 


What Type — Flood or Spot — And 
What Wattage Should a Displayman Use 
For His Windows? 


It goes without saying that it all depends 
on the application and objectives. Once he 
has determined whether his lighting system 
should be the “wash” or “dramatic” type, 
or the combination of the two, the next con- 
sideration is the amount of light. 


The Illuminating Engineering Society 
recommends the following “foot-candle” 
levels for display windows: (The term “foot- 
candles” is the measurement used to express 
the amount of light. For our purposes, it 
need be no more complicated than the 
measurement of pints and quarts.) For main 
business and highly competitive store areas, 
200 footcandles of general light and 1,000 
footcandles for feature merchandise lighting. 
For secondary business districts or small 
towns, 100 footcandles for general and 500 
footcandles for feature hi-liting. 


For general “wash” lighting, either floods 
or spots may be used, but a closer spacing 
of spots is needed (because of their narrower 
spread) to achieve an even amount of gen- 
eral light. The spacing of lamps to get an 
even distribution of light is based on the 
mounting distance of the lamps from the 
merchandise as well as such factors as the 
aiming angle of the lamps. Whether spots 
or floods are used, it stands to reason that 
the closer the lamp to the merchandise the 
closer the spacing of the lamps must be to 
achieve overlap of lighting and to avoid the 
“roller-coaster” effect of bright and dark 
areas. 


selow is the chart which shows the foot- 
candles of light produced by various popular 
reflector type lamps at different distances. 
It gives a good indication of the relative in- 
tensities of different lamps by wattage and 
types. It should, however, be cautioned that 
the spots, although producing more intensity 
in the center of the light, do not have the 
spread of light which you get in the flood 
type. 


APPROXIMATE INITIAL FOOTCAN- 

DLES PRODUCED AT VARIOUS DIS- 

TANCES IN CENTER OF SPOT OR 
FLOOD 


LAMP 2' 5' 
75W. R30 Flood 112 18 
75W. R30 Spot 550 88 
I5S0W. R40 Flood 475 76 
180W. R40 Spot 1,750 280 
150W. Par 38 Flood 1,000 160 
150W. Par 38 Spot 2,775 444 
200W. Par 46 Flood... 3,125 500 
20W. Par 46 Spot 9,250 1,480 
300W. R40 Flood 700 112 
WOW. R40 Spot 3,500 560 
300W. Par 56 Med. 

Flood 
300W. Par 56 Wide 

Angle Flood 
300W. Par 56 Spot 


6.500 1,040 


3,000 480 245 
20,000 3,200 1,633 


DECEMBER, 1961 


Dramatic pin-point spots — which throw an oval of light no bigger than a dinner plate— 
hi-lite the shoes and copy sign in this Saks, Fifth Avenue, New York City, window. Display 
Director is Henry Callahan. 


One revealing thing shows up in this 
chart. As you move a light source away 
from the object the amount of light falls off 
at a very rapid rate. This is known as the In- 
verse Square Law and is proven in the chart 
above. For example, note that any lamp you 
select shows just one-fourth of the foot- 
candles at 10 feet distance compared with 
the same lamp at 5 feet distance. For this 
reason, distances between lamp and mer- 
chandise become extremely important and 
often moving the lamp what seems like an 
unimportant distance closer to the merchan- 
dise can help a lot. 


How Can It Be Determined How Many 
Lights Can Be Used in a Given Window 
Without “Overloading” It? 

This is a fairly simple mathematical prob- 
lem. Naturally, if there is a store electrician 


Interesting dimensions 
in depth of a shallow 
window can be cre- 
ated by powerful hi- 
lites and shadow as 
seen in the Fifth Ave- 
nue window of Knox 
Hats, Marvin Dorf- 
mann is Display Direc- 
tor. The important 
merchandise on dis- 
play stands out with 
light. It should be 
noted here that it is 
to hi- 
lite every inch of win- 
dow 


not necessary 
space or every 
item on display in 
this window to create 


visual sales appeal. 


he can supply the answer. In lieu of this, 
the first thing to find out is how many cir- 
cuits there are in the window. Comparing 
a circuit to a tree, the circuit becomes a 
branch off the main trunk. Therefore, you 
want to find out how many “branches” from 
the main “trunk” of current from the outside 
power lines there are in that window. This 
is done by checking the main fuse box which 
“feeds” the electricity to that window. As 
you remove or disconnect an individual 
switch, all the lights on that circuit will go 
out. In this way you can determine how 
many circuits are in the window as well as 
which outlets are controlled by that individ- 
ual circuit. 

Next thing to check is the amperage ca- 
pacity of the circuit. Sometimes — but not 
always — this is revealed by the amperage 


(Please turn to page 73) 








BONWIT TELLER, by Gene Moore (/eft) — The tall scarecrows of burlap, wheat and 
bleached leaves tied loosely with strong white cord provided the fall setting for a back-to- 
school promotion headlined: “Miss Bonwit Jr. loves the campus look of Fall.” Golden 
pumpkins on the floor also complemented the autumn browns, blacks and yellows. Manne- 
quins and scarecrow were silhouetted against a plain wall illuminated by recessed lights 


at its base. 


BERGDORF GOODMAN, by Kent Bedient (Phoenix Hosiery Co. Display Con- 
sultant) (below) — It is no wonder that Display Director John E. Quinn invites 
Mr. Bedient to install one of his fabulous hosiery displays in a Bergdorf window 
every once in a while. His displays are always successful. In this case, Mr. Bedient 
created an effective black and white contrasting atmosphere by covering the floor 
with white pebbles and the back wall with white moire panels with a black strip 
for the baseboard. The leg forms are posed on short black rods, each fitted with 
the net lace hose plus a black velvet toe-tip. Rosette and fan shape unit is of 
charcoal shade stockings poised on a taller black rod. White wire is barely visible 


arched inside each of the stockings making the “fan.” 


Its Autumn 


in New York... 


And all the displaymen were busy making the final buying 
and building arrangements for what is expected to be one 
of the best Christmas sales seasons in several years. At 
least everyone is hoping so. because it will take a lot of 
the holiday green to keep many stores from seeing red 


when the 1961 figures are totaled-up for the last time. 


Photos courtesy of Jayrod Studios, New York City 


OHRBACH’S, by Andrew Hvorslev (/eft) — An _ inexpensive 
group of market vegetable and fruit baskets spill over with the 
black and white autumn grapes plus a basket of colorful vegeta- 
bles, and bouquets of dried marsh grasses are placed here and 
there in the grouping. Overhead tree bark is arranged as an 
arbor with the grapes and vines in profusion. The children model 
outfits in red, purple and blue before a black background. Copy 
reads: “Kids, what choice? Every little fashion at Ohrbach’s 
this fall.” 





LORD & TAYLOR, by Paul Vogler (right) — 
With several new shows opening on Broadway, 
L & T decided to stage its own fashion 
premiere in a stage setting. It was all ex- 
plained repetitiously and effectively by the 
formalized sign reading: “Lord & Taylor Fash- 
ion Premiere bowing to the inevitable, the 
season’s success — the new, dramatic evening 
ensemble.” This is one of four windows using 
theatre symbolism for the Premiere. “Encore” 
gold letters on red velvet plaque off-centers 
the stage. Exposed bulbs act as footlights and 
applauding gloved hands are arranged at the 
front of the window. Not seen is the row of 
red theatre seats on the lower level below 
the stage. 


HENRI BENDEL, by Charles LaFrance 
(right) — The cut-out soldiers stand as rigid 
as the Buckingham Palace guards in spite of 


the obvious temptations of the sultry sirens 
wearing the lovely gowns. Inscribed on the 


drum head at the center of the window is the 
inscription: “On parade — the brilliant cut 
and color of American fashion from our 10 
West Floor.” Valance and draperies in red 
velvet edged with gold fringe . . . Back wall 
is white . . . Soldiers are in blue-gray and 
red with outlines in black and ornately dec- 
orated with gold trim, red plumes in their hats, 
and moustaches. Mr. LaFrance replaced 
Laurence Bartcher, who resigned as display 
director recently. 
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ARNOLD CONSTABLE, by Arno Hansel 
(left) — In focusing attention upon the 
light-toned coats, the mannequins are placed 
in a conversational grouping with one touch- 
ing the main prop consisting of chicken wire 
thickly overlaid with white ferns sprinkled 
with silver flitter. Black handbags are placed 
on the ledge in the foreground. Incidentally, 
Mr. Hansel has just announced his resignation 
as display director to accept the same position 
with Popular Dry Goods Co., El Paso, Texas. 
No successor has been named. 





NEW, low-cost message repeater 
DELIVERS YOUR RECORDED 
SALES MESSAGE 
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Pra Why don't yous is the brand new low cost message repeater. It delivers 
bed a minimum message of 714 seconds, a maximum message 


of 60 seconds. 
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- Smberley oe peating of up to eight different 714 second messages . . . or 


any combination that totals 60 seconds. 


It’s Easy To Change Messages 

Tapes can be cut on a standard home tape recorder and 
your regular store personnel can change them in seconds. 
We also maintain a recording service and can supply your 
recorded tapes at minimum cost. POPA runs on 115 V 
current. 


Fully Transistorized, Has No Tubes 





‘HIGHLIGHT SPECIAL FEATURES 
Mi ee POPA Can Be Used in Displays and Exhibits for 
Department Stores « Appliances « Automobile Showrooms 
Drug Stores « Model Homes ¢ Supermarkets 
Trade Shows « Movies 
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PROXIMITY... 


by approaching your Display. 
Controllable from 2 to 8 ft. 


FLOOR MAT... 


by stepping on a floor mat. 


PHOTO ELECTRIC EYE... 


by interrupting an electrical beam 


MANUAL PUSH BUTTON... 
by flipping a switch or pushing a button 


Size _.. 


SPECIFICATIONS 


Reproduction . | High fidelity 
Tape Speed ... vee csbiag itera 
Speaker ie _. Built-in, 342” 
Amplifier. ... Fully transistorized, no tubes to replace 
Power Requirements . | 

......0 during standby; 35 wa 


Message Length . 7 ......Minimum, 74% sec. 


Maximum, 60 sec. 
Methods of Actuation 


_...Manual Push Button Model No. TMR-100 
Body Proximity—optional Model No. PTS-101 
Floor Mat—optional Model No. FMS-102 
Other—optional 


unit shown w/o cover 


Distributorships now available 


winston associates 
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Party Decorations 
Creating New Market 
For Display Materials 


EXAMPLE: Pennock Florists 
Philadelphia 


By JOSEPH W. DRAGONETTI 


Florists are finding the field of party decorations 
a “natural” for their talents and are finding DIS- 


PLAY WORLD a logical source for unusual and 


attractive props and basic materials. 
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ENNOCK is Philadelphia’s top florist, a 
firm noted for its high quality, integrity and 
good taste. Its clients include some of the 
city’s large business houses, society people in 
the city and suburban areas and a growing 
cross section. This solid reputation has been 
built on tradition, fair dealing, service-plus 
imaginative selling and merchandising. 

In addition to its retail business at 1514 
Chestnut St., where it has been a landmark 
since 1865, Pennock is also doing an increasing 
volume of decor and display for private par- 
ties, such as receptions for debutantes, wedd- 
ings, etc. 

J. Liddon Pennock, owner of the business 
founded by his grandfather, told a corres- 
pondent that the editorial and advertising 
content of DISPLAY WORLD provides use- 
ful ideas in planning party decorations and the 
magazine is very helpful to him and his asso- 
ciates. He explained the manner in which he 
uses ideas of this nature. 

“In doing private party decorations’, he 
said, “it is necessary to have a concise, basic 
knowledge of what is available. DISPLAY 
WORLD gives excellent coverage in that field. 
I like to read the ads as well as the editorial 
material”. 

Mr. Pennock added that in addition to find- 
ing out what is available, the magazine pro- 
vides useful tips on themes for decorations, 
etc. 

“We look to it for many basic ideas’, he 
said. “Of course, no ideas are copied in their 
entirety, but often one or several component 
parts can be adapted to a party decoration 
which we may be planning”. 


Cover Provides Idea 


“For example, let us take the cover on the 
July issue of DISPLAY WORLD. It has 
provided us with an idea for a marquee decora- 
tion which we are planning this Fall. This 
type of structure necessarily has side poles as 
supports, running at about 8 feet intervals, 
usually 10 feet high. 

“The problem always is what means can be 
used to disguise these elements. From the 
cover of the July issue we obtained the idea 
of simulating oak trees topped by autumn 
foliage to cover the side poles. 

“This type of tent is supported in the middle 
by two or more 25-foot center poles. In this 
case, they are coverted into full-round oak 
trees, with their branches spreading well out 
over the marquee floor. 

“In the case of a florist, natural, untreated 
foliage will be used because the display will be 
up only for about 24 hours.” 

Such tents for private parties are supplied 
by John Vonderherchin of this city. This is 
the same man who did the tent work for Pres- 
ident Kennedy’s party at Mount Vernon which 
attracted so much public attention. 

Mr. Pennock said it is important to know 
what made-up displays are available from 
commercial display houses. He feels, how- 
ever, that they ate not promoting enough in 
that area. 

“It is important”, he said, “to know what 
tools are available for display work. It is 
equally vital to know what made-up displays 
can be obtained for the type of work our com- 
pany does in the field of party decorations. | 
would like to see more information in that 
area.” 
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Doing Party Decor for 10 Years 

Mr. Pennock has been doing party decora- 
tions for the past 10 years and the extent of 
his growing business was indicated recently 
when a society columnist for one of the local 
newspapers called attention to the fact he had 
done the decor for six parties held on the 
same day. At the time DISPLAY WORLD 
did the interview, Mr. Pennock had 8 to 10 
parties in the planning stage for Fall. He 
serves clients in Philadelphia, Wilmington, 
Baltimore, Washington, Lancaster and other 
areas in the East. 

He has been doing an increasing amount of 
this type of display service; yet he does not 
aggressively go after the business. Much of 
the work comes to Pennock because of its rep- 
utation in the field, plus its background as 
florists for a high-type clientele. Costs of the 
party decorations have ranged from $100 to 
$25,000. 

Mr. Pennock said that the trend in society 
parties is not to be lavish just for the sake of 
lavishness. In fact, today it is considered bad 
taste to do this. What is desired, however, 
more than anything else is to have decorations 
which express the individuality of the family 
giving the party. 


J. LIDDON PENNOCK, 
left, and an _ assistant, 
Robert Wickham, discuss 
an attractive floral dis- 
play in the interior of 
Pennock, Philadelphia’s 
leading florist. Mr. Pen- 
nock finds DISPLAY 
WORLD a= valuable 
source of ideas for party 
decorations as well as 
displays in his windows 
and interior. 


Many are given in hotel ballrooms, where 
the standard decorations, although they are 
often good, are not suitable for events of this 
kind. 

For example, the DuPont Hotel at Wil- 
mington, Del., has a very fine ballroom, al- 
though it is somewhat ornate. A prominent 
socialite from that area wanted to give a 
party which reflected the atmosphere of his 
Florida home. 

Mr. Pennock and his staff concealed the 
walls of the ballroom with a pale blue fabric 
and built various props, including facades of 
the various sections of the client’s Winter 
residence. Real lemon trees and other natural 
plants and flowers were used to give a tropical 
atmosphere. 

What kind of planning goes into a party 
decoration of this kind? 

The host generally contacts Mr. Pennock 
two or three months before the party is to be 
given. Sometimes, he them on shorter 
notice and his system is flexible enough to 
take care of emergencies. He advises, how- 
ever, that adequate time be allowed for plan- 
ning and building the sets. 

When a client asks Mr. Pennock to plan a 


does 


(Please turn to page 54) 


SHOWN HERE are 
the decorations for 
six parties and 
dances to which 
Pennock  contrib- 
uted. Notice that 
several of them are 
in tents such as one 
at right: these are 
portable tents sup- 
plied for private 
parties by John Von- 
derherchin, Phila- 
delphia. Costs of 
party decorations 
range from $100 to 
$25,000, giving some 
idea of the market 
for decorative mate- 
rials in this expand- 
ing hela. 





Vertical Influence 


in Chicago Displays 


=a LINES in one form 
for many displays in the Chicago at erticals helped to 
give height interest to the horizo t of the display 
windows. Fields used hanging chai en balls. Carsons 
used columns. Stevens used painte ith fancy finials. 
Gilmoryes set up a miniature Eiffel ons used standing 
mannequins for height interest. Ge ad vines climbing 
from floor to ceiling of the display. 


were the setting 


WM. Y. GILMORE by Ted Lees (above) — A wirework 
Eiffel Tower was the basis for a singleton millinery dis- 
play that sold so well it was left in a full two weeks. 
Ordinarily ten days is Mr. Lees’ maximum for a display. 
The fact that the featured hats were Paris imports selling 
for about $95 apiece makes this display’s success even 
more notable. The three-section, five-foot tower has been 
used by Mr. Lees for 12 years in numerous displays. Its 
three sections were used in this display to sandwich plate- 
glass panels. These formed shelves for the unusual pearl- 
shell heads. An old Paris travel poster, part of it torn 
off, was fastened to a panel covered in silk and gold 
Japanese paper. A sandblasted piece of manzanita drift- 
wood held two additional hats. Colors in the window 
were either gold, white or beige, giving a look of quality 
to the display. 


CARSON, PIRIE, SCOTT by Cle 
displays have had to compete wi 
front of the store set up by wor 
the building. Window Display 
Roman columns in a series of 

echoed the columns of the outsi¢ 
gown was worn by a single man 

“theater fence” was set up across 
echoing a part of the scaffolding 
upholstered Louis XIV miniature 


MARSHALL FIELD by Virginial 


bells, one hundred of them, ha 

the ceiling gave atmosphere to 
featuring Field’s designer fashion 
ing on octagon risers topped with 
pepper grass were tucked into th 
them fullness and color. Simile 
held the chains which surroun 
golden ornaments, the wreaths « 
a Christmas flavor to the window 





(above) —Carson’s 
scaffold across the 
g a new facade on 
Bill Babcock used 
pra displays which 

fabulous evening 
h window. A brass 
each display, again 
yreenery and a red- 

e setting. 


staff (/eft) — Gold 
s from wreaths at 
er-window display 
equins were stand- 
wreaths. Pieces of 
the wreaths to give 
ve each mannequin 
atmosphere. The 

on the floor gave 
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By RICHARD and 
LOIS DAY 


HENRY C. LYTTON by G. C. Bowen (right center) — 
Gilded mirrors with a black ebony applique were used 
on the back wall as a setting for two displays, one 18 
feet long, the other 27 feet long. The window pictured 
featured beige coats with fur collars. The other featured 
short formal after-five dresses. Accessories in addition 
to those worn by the mannequins were displayed on low 
shelves just behind the glass. Mr. Bowen is display 
director; Bob Busse is display manager of Lytton’s. 


GOLDBLATT BROTHERS by Jack Boghosse (right) — 
“Fashion’s Touch O’ Fur” was the title of a series of five 
autumnal displays featuring fur-trimmed coats in 
“Vogue-sponsored brown.” The windows were arranged 
around a centerpiece containing a free-form gravel 
splotch on the floor, a dog, vines climbing to the ceiling, 
a statue and a huge leaf that was just making up its 
mind to wear its fall colors. Mr. Boghosse said the 
display did quite well in selling the coats. 
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CHARLES A. STEVENS by Harry Jupp (/eft)—Stretch 
pants with the accent on stretch were promoted in a 
two-mannequin display. A third figure, a playful dog 
made of china, provided the stretch by pulling on a 
pair of stretch slacks. Four white-painted pipes with 
pointed finials rose from a stand at the back wall. 
Letters spelling “stretch” were fastened down one of 
the pipes. The mannequin wore different versions of 
the featured fashions. 
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By JIM KILEY 


Waterman’s Ltd., Windsor, Ontario, Canada, had the problem 
of many merchants — the long, narrow store. To solve the 
problem, Mr. Kiley suggested the relocation of fitting rooms to 
the rear and new space-saving hang-rod wall fixtures installed 


along walls, 


eS MERCHANT recently took advan- 
tage of our store planning offer and mailed 
in a blueprint showing the original lay-out 
of the store. It indicated that one com- 
plete side was taken up with two large 
fitting rooms and mirror alcoves. 

Later, this was changed and hang-rod 
wall fixtures installed. Note how we show 
on our plan how this was changed with ad- 
ditional hang rod fixtures being installed 
with the fitting rooms relocated to the rear. 
This is a big improvement, as it provides 
much more room for the customer traffic 
and the indicated floor racks. 

The number one problem that Mr. Wa- 
terman mentioned is the massive rounded 
corner wall hang rod fixtures, and Fig. 1 
shows my suggestion to modernize them at 
a minimum cost. The addition of the in- 
dicated over-wall fixture baffle will do this, 
and also add a “new-look” to the entire 
store. 

The baffle can easily be installed on top 
of the present wall units without having 
to move them. It can be built out of %- 


thus making more room for customer traffic. 


inch plywood braced with a 1 by 2 inch 
wood framework as shown. 

An over fixtures baffle provides an ex- 
cellent area on which a smart pastel-col- 
ored striped paper can be pasted, or pastel 
paint finish applied. 

The drawing shows it complete with 
extending platforms and display panels on 
which mannequins wearing the latest 
fashions can be feature displayed. 
these can be installed along both side walls 
further enhanced with a number of built in 
shadow boxes in which blouses and other 
fashion accessories can be featured. Each 
box is to be equipped with a perforated 
board backing and a concealed fluorescent 
light strip, as shown in the small detail. 

This baffle mannequin platform and 
shadow box treatment will dress up the 
store interior and, 
away with the massive round corner look 
of the on-hand hang rod wall units. The 
installation can be completed at a minimum 
cost, which is an important factor. 


(Please turn to page 65) 
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YOU’LL HAVE A BALL 
...AT THE 


FERROCRAFT 


EXHIBIT! 
BE SURE TO STOP BY! 


We'll have a new line of fixtures, dis- 
plays and accessories that will help you 
lend a festive, attention-getting atmos- 
phere to all your Spring and Summer 
Displays! 


Flower Carts e Card Holders 
Background Screens e Shelves e Dividers 
Centerpieces e Chandeliers 
Easels e Bird Cages 


MORGANFIELD, 
KENTUCKY 











Wonderful 
Fashion 


World 
in Los Angeles 


By DICK JACHIM 


ees \CK’S-WILSHIRE paid tribute to American de- 


Imagination 


signs with a month long promotion . 
glorified Fall fashions at Ohrbach’s-La Mirada . . . An 


artist's approach enhances fashion originals at Haggarty’s 


. . The sophisticate “back to college” designs received 
-. ene 
opera season was elegantly heralded-in at Robinson-Beverly 
Hills 


treasures in a Martex promotion. 


the “Look of Knowledge” at Hinshaw’s-Arcadia . 


And May Co.-Valley turned towels into art 


ROBINSON — BEVERLY HILLS, by Rick Kearns (below) — The 
annual visit to Los Angeles by the San Francisco Opera Company in- 
spired Mr. Kearns this year to herald the occasion in an institutional 
window filled with regal splendour. Under the theme, which read, 
“Salute to San Francisco Opera Company,” red velvet panels trimmed 
with gold adorned the lavender walls. Lush purple carpeting covered 
the floor, and gold cord draped the foreground to complete a rich, elegant 
stage setting. The performers, too, were richly costumed with the fe- 
males attired in moonstone color gowns which were heavily jeweled. 
Their wigs— made by the display department — were of white dove 
feathers. 


HAGGARTY’S-DOWNTOWN, by Alex Abram (above)—Fashion de- 
signers’ creations received an artistic decor to compliment their colorful 
prints. A spray of rafha flowers in the colors of the costumes were appli- 
qued on burlap panels and suspended in the background. This simple 
composition proved very effective in enhancing the beautiful colors and 
re of the design. A small accessory grouping on the floor ac- 
cented it. 
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OHRBACH’S-LA MIRADA, by Ed Mitchell (above) — 
Imagination seems to be abundant in Mr. Mitchell’s dis- 
plays. In this fall fashion series, unusual stylized leaves in 
combinations of green, yellow, burnt orange and black 
colorfully set the mood, and a paper graph in two tones of 
green on the back wall cleverly set the theme, which was 
“Fashion angle.” The all-important lighting was of a 
harvest-moon hue. 


BULLOCK’S-WILSHIRE, by Philip Ensminger (top right) 
—For a whole month, under the caption, “American ac- 
cent,” this fashion conscious store promoted American 
designs and European merchandise designed for the Amer- 
ican woman. A new collection appeared weekly. This photo 
is a representation of one of the series showing opera 
gowns, originals by Werle. This one is garnet red satin 
and white crepe. The Americana decor for the whole 
month was elegantly composed of gold metal netting 
swagged overhead with an antique gold wooden eagle 
appliqued in the center of it and draped along the 
sides. The reader along the floor, also finished in antiqued 
gold, spelled out the theme with gold letters. 


MAY CO.-VALLEY, N. Hollywood, by Jack Prudhomme 
(right center) — The lovely patterns, figures and colors of 
the latest Martex line of bath linens prompted Mr. Prud- 
homme to arrange the various towels and wash cloths in 
artistic patterns within framed panels hung on the wall 
as in an art gallery. The addition of several visitors to 
the scene completed the setting for the “Martex museum of 
modern art,” as it was captioned. 


HINSHAW’S-ARCADIA, by Russell Dohoo (right) — This 
fall interior trim was combined with the “back to campus” 
promotion under the clever caption, “The Look of knowl- 
edge.” The color scheme included terra cotta columns with 
Corinthian caps and orange, brown and red in the foliage. 
The reclining mannequins were on platforms with the top 
matching the columns and covered with brightly colored 
leaves, and then placed on the ledges. The fashions and 
accessories were assembled by Mrs. Romea Nonhoff, fashion 
coordinator. 























THE EXPERT TELLS HOW... 
Draping and pinning 


of fabric no lost art 


... at least not yet 


By HELMUT WEBER 
Display Director 
Indanthren-Haus 

Munich, West Germany 


Maybe the renewed do-it-yourself trend of homemakers will 


bring about new emphasis in fabrics, and with it the necessity 


, . , ... as told to Farkas Kalnoky, 
for the most effective display of fabrics on and off the figure. DISPLAY WORLD’s correspondent in 


West Germany 


STEP-BY-STEP, Mr. Weber demon- 
strates the proper method of pinning 
a@ garment on a mannequin. Of 
course, it takes considerable expe- 
ience to achieve the effective results 
that he does with a minimum of 


time and effort. 


1. A single-strap bra and diapers serve 
as cushions to hold the pinned material 
without damaging the mannequin. 


2. The width of the material is pinned 


around the waist repeatedly, affording 
four or five folds at each application. 


3. Once the skirt is folded, the material 
is brought around from the rear again 
and pinned around the bosom with top 
and bottom folded in, to give clean 
borders. Also, a fold runs from the top 
of each breast to the waist to accentuate 
the bosom. 


4. The robe is started by pinning a 
corner of the material to the bra-strap 
behind ine left shoulder. The cloth is 
allowed to fall naturally across the front 
and the resulting folds are ordered. 
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.. GERMANY, where the sale of cloth by 
the meter, though decreasing, still holds a part 
of the market and competes with the sale of 
tailored and even manufactured dresses and 
gowns, the display of the myriad varieties of 
this material is an art almost entirely distinct 
from the other branches of the display pro- 
fession. Cloth presents an unequaled oppor- 
tunity for the use of phantasy and creative 
talent from which not even the practical prob- 
lems of the work can detract. 

There are two basic ways in which cloth 
can be displayed in a window and quite often 
both are used at the same time: One is to 
drape the material, the other, to pin it on 
mannequins in the form of dresses or gowns. 
This latter method is made necessary by the 
fact that one disadvantage in the sale of un- 
worked cloth is the inability of many custo- 
mers to visualize the finished dress when con- 
fronted with a bolt of even the most attrac- 
tive material. And the creation of an original 
dress by pinning, rather than by sewing, re- 
quires much practice and care, especially since 
many materials thus displayed are too valuable 
to “waste” on a display and they must there- 
fore be placed back in stock after they have 
served their purpose in the window. 

Our season-window for New Year’s last 


5. The pinning-dropping-ordering proce- 
dure is repeated until the robe is full. 

6. The folds in the heavy material are 
brought out by means of small sticks, 
inserted pointing up and out. 

7. Two sections of fur are pinned onto 
the sleeve and collar and the final corner 
of the robe-material is draped over the 
shoulder and tucked in neatly. 

8. The finished product. 





ED. NOTE: The winner of Display 
World’s 1960 Gold Medal and the 
Silver Medal for 1958 in the yard 
goods category, Mr. Helmut Weber 
is the display manager of Indan- 
then-Haus in Munich, West Ger- 
many, a firm offering a variety of 
cloth manufactured from synthetic 
fibers developed by the chemical 
manufacturing concern Farbwerke 
Hoechst. Mr. Weber has won many 
Continental honors, especially in 
contests where high artistic merit 
was a leading factor. He has been 
in the profession for 22 years and 
is one of Europe’s recognized au- 
thorities, especially on the pinning 
of cloth as described here. 
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year gave a good example of the pinning 
technique. As props, I used a clock whose 
pendulum moved, but whose hands always 
stayed at twelve. This was suspended in a 
sloping line of flowers, serving as a balance 
for two mannequins, one in a cocktail dress, 
the other in an evening gown. Both dresses 
were pinned. Approximately three meters of 
material went into the making of the cocktail 
dress, most of it into the skirt, which was 
simply wound two and three-fold about the 
mannequin’s hips and legs. The tightly fitting 
top was cut and sewed, a departure from our 
usual practice, made in concession to the re- 
quirements of the season. Another three meters 
(10 feet) of a lighter material was pulled 
through the straps at the bosom, tied in a 
large bow in the back and then carried off to 
the rear of the window. 

The ball gown on the other mannequin con- 
sisted of two sections of cloth, with a total 
length of approximately 25 meters (27 yards). 
The pinning was begun with the dark material 
on the left side of the bosom, pleated across 
the front with a pin holding down a V-neck- 
line, and carried around to the back and the 
front again, to hide the loose odds and ends 
at the waist. Pinned around the back a sec- 
ond time, the dark cloth emerged from the 


left hip as a flowingly rippled section of skirt. 
On the ground it was folded under and led 
through between the legs to the back, where it 
resumed its rippled form for a climb back up 
to the waist in order to be tucked in out of 
sight there. In the same manner the lighter 
material was rippled from the waist to the 
ground, led through underneath, and guided up 
and tucked in at the waist on the other side. 
Two more steps completed the picture: every 
ripple was enforced on the inside with card- 
board triangles and, especially in the rear, with 
packing paper; finally, a wooden strip resting 
against one of the mannequin’s heels propped 
the back of the skirt up slightly, to give the 
effect of sweeping motion. 

The preliminary layout for the arrangement 
of a window — important to a pinned display 
— is indispensable to the creation of a set in 
which draped cloth is highlighted. Sadly 
enough, there is little to be said about the 
origin of such a layout, since it is exclusively 
a question of taste and feeling. Generally I 
work about two weeks ahead on layouts, to 
allow sufficient time for the frequent changes 
they undergo. I sketch a proposed window 
and resketch it sometimes a dozen times and 
even then I deviate from the design as often 


{Please turn to page 72) 








Here is your one dependable 


source for everything 
in display equipment 


L.A. DARLING COMPANY 


DISTRIBUTORS 


EAST 

NEW HAVEN, CONN. 
Marvin Display Corp. 

97 Crown Street 
BALTIMORE, MD. 
Fashion Displays 

106 N. Eutaw Street 
BOSTON, MASS. 
Joslin Displays, Inc. 

119 N. Lincoln Street 
New England Dec. Supply 
95 Bedford Street 


BUFFALO, NEW YORK 
Stanford Display Studios 
285 Ellicott Street 


NEW YORK, N.Y. 
Summit Products, Inc. 
225 W. 34th Street 


SYRACUSE, N.Y. 
Jean's Dec. & Store Fixtures 
321 S. Clinton Street 


HOUSTON, PA. 
Fort Pitt Fixture Company 
2447 W. Pike 


PHILADELPHIA, PA. 
Advance Displays 

929 Arch Street 

Duplex Display & Mfg. Co. 
916 Arch Street 

Hanick'’s Display Center 

25 N. Seventh Street 


PITTSBURGH, PA. 
Cappy & Company 

323 Boulevard of the Allies 
READING, PA. 


Peterson Display Co. 
14 N. Sixth 


MIDWEST 
CHICAGO, ILLINOIS 
Advance Mannequin 

& Display 

317 S. Wacker Drive 
Nationa! Clothier Service 
608 S. Dearborn Street 
INDIANAPOLIS, IND. 
Ken tkerd & Associates 
4324 E. New York Street 
DETROIT, MICHIGAN 
Display Creations, Inc. 
1332 Broadway Avenue 


MINNEAPOLIS, MINN. 


Tri-State Display Dist., Inc. 


1221 Glenwood Avenue 


ST. LOUIS, MISSOURI 
Garrison-Wagner Company 
2018 Washington Avenue 


OMAHA, NEBRASKA 


Omaha Manneauin & Disp. 
404-409 Baum Building 


CINCINNATI, OHIO 
Reinermann Fixture Co. 
343 W. Fourth Street 


CLEVELAND, OHIO 
B. B. Levy Fixture Co. 
1374 W. Sixth Street 


COLUMBUS, CHIO 
Paul Luager Displays 
2781 W. Broad Street 
DAYTON, OHIO 
Leroy W. Fryman 

138 E. Second Street 
TOLEDO, OHIO 


Cc. B. Meyer 
4346 Indian Road 


SOUTH 
BIRMINGHAM, ALA. 
Fix-Play, inc. 

2300 First Avenue, N. 
MIAMI, FLORIDA 
Display Unlimited 

928 Biscayne Bivd. 


ST. PETERSBURG, FLA. 


E. Perimutter 
118 36th Ave., N.E., 
P.O. Box 3636 


ATLANTA, GEORGIA 
Merchandising Equip. Co. 
593 Virginia Avenue N.E. 
NICHOLASVILLE, KY. 
Faulkner-Fisher Co., inc. 
E. Maple Street 
GREENSBORO, N.C. 
Ham Fixture Co. 

1115 Pinecroft Road 


CHARLESTON, S.C. 
Berendt Brothers 

205 Meeting Street 
MEMPHIS, TENN. 
Wray-Williams Display Co. 
21-23 S. Second Street 


NASHVILLE, TENN. 
Murdock Mendelsohn 
111 Public Square 


DALLAS, TEXAS 
Allied Electronics Display 
Equipment Company 

412 South St. Pau! Street 


EL PASO, TEXAS 
Model Manikin and 
Display Service 

615 N. Stanton Street 
HOUSTON, TEXAS 
Merchants Display Supply 
P.O. Box 22394, 

10908 Melody Lane 


LUBBOCK, TEXAS 
Rutledge Store Fixture Co. 
5257-61 34th Street, 

P.O. Box 3053 


NORFOLK, VIRGINIA 
L ‘n’ E Display Service 
137 W. Charlotte Street 
WHEELING, W.VA. 
Imperial Display Co. 
1057 Main Street 


WEST 

PHOENIX, ARIZONA 
Mode! Manikin and 
Display Service 

1405 E. McDowell 


LOS ANGELES, CALIF. 
Adaptable Store Equip. Co. 
1200 S. Figueroa Street 


SAN DIEGO, CALIF. 
Adaptable Store Equip. Co. 
3084 Commercial Street 


SAN FRANCISCO, CALIF. 
Sylvan Cohen Displays, inc. 
741 Mission Street 


DENVER, COLORADO 
Decorative Material and 
Sales Company 

1519 Arapahoe Street 

C. A. Dixon, Inc. 

1750 Arapahoe Street 
GRAND FORKS, N.D. 
Palay Display industries 
2307 S. Washington St. 
PORTLAND, OREGON 
Benedict's Display Equip. 
308 S.W. Third Avenue 
SALT LAKE CITY, UTAH 
Pool Display & Fixture Co. 
220 E. Second South Street 
SEATTLE, WASH. 
Champion Display Mat'! Co. 
1928 Pike Place 

Rindier Display Center 

ist Avenue at Virginia 

207 Terminal Sales Bidg. 
Ross Display Materials Co. 
616 Union Avenue 


CANADA 

DON MILLS, ONTARIO 
Cameron-Mcindoo, Ltd. 

$1 Scarsdale Road 
TORONTO, ONTARIO 
Store Metals, Ltd. 

5 Dohme Avenue 


ALASKA 
ANCHORAGE, ALASKA 
James Tapscott, Inc. 

P.O. Box 1323, 

119 E. Fireweed Lane 











SERVICE OF OUR 


NEW YORK OFFICES 


47 W. 34th Street 


CHICAGO OFFICES 
Suite 200, 
Adams-Franklin Bidg. 
222 W. Adams Street 


1818 S. Flower Street 





OUR OFFICES AND DISPLAY 
ROOMS ARE ALWAYS AT THE 


DISTRIBUTORS’ CUSTOMERS 


Suite 735, Marbridge Bidg. 


LOS ANGELES OFFICES 





Along Avenues 


and Aisles 


By NORMAN F. SANSOM 
Decorama, Inc. 


Miami, Fla. 


Fy. )M time to time there have been inquir- 
ies regarding the treatment of open back win- 
dows and what to do about them. I am always 
inclined to answer, “close them in!” 

When open back windows first made their 
appearance it was planned that the store 
interior would automatically become the dis- 
play background for these windows and serve 
as their decor, as well, and thereby become a 
permanent setup. This worked fine the first 
few months or until the novelty wore off, or 
until it was noted that the store decor was not 
neutral enough to flatter and enhance all the 
window merchandise all the time. 

Little by little the store interiors became 
cluttered up with more racks, tables and dis- 
play fixtures until the view from the outside 
became more of a Turkish Bazaar. 

Here in Miami there are a few elegant 
prestige shops that adhere to the purpose of 
the open back window and these shops are a 
joy to behold. They are furnished in the 
sophisticated elegance of fine taste with price- 
less antiques and original oil paintings and the 
one or two mannequins standing in the store 
windows actually belong among these smart 
surroundings. However since the situation 
exists there are many problems to cope with 
and I shall attempt to pass along helpful 
hints and ideas that I have used and seen used 
with success. 


e Lighting 

This is a major problem since the spots 
and floods focused on your merchandise 
will invariably hit the customer inside the 
store as she faces in the direction of the 
window. Use of louvered shutters, two or 
three on each side of your window is a 
good looking way of concealing your side 
spots and floods. These shutters would 
go from floor to ceiling and the effect 
would be similar to the use of wings as 
used in the theater. Used in their natural 
wood stage, or stained or painted to blend 
with your store decor, they are very com- 
plimentary. Use of extension poles with 
spots and floods attached to them behind 
these shutters give you maximum and 
flexible lighting effects. 

Overhead lighting is best concealed by 
dropping a valance both on the inside of 
the window glass and wherever the back 
of your window area ends. These can be 
decorated with your store’s name or sig. 
Naturally the drop will be in scale with 
your display area and lights behind these 
valances will have to be raised or lowered 
until the valance hides them from inside 
of your store. 


Dividers 

How to keep the curious and children 
out of open back windows is a major 
problem, too, but this gives you the 
smart and decorative at the same time. 
Use planter bins on brass casters or 


rollers. Use cherry wood with decorative 
brass trimming and hardware, or design 
a planter in the Grecian motif using achi- 
tectural details and cornice moldings and 
flutings. 

Extension poles with adjustable shelv- 
ing make a most flexible barrier; they 
are open and airy and also give you extra 
display areas for accessory groupings tied 
in with the color scheme of your window. 
Or if your store carries crystal bowls 
and vases, you could do an abstract ar- 
rangement of these items in the colors of 
vour window merchandise. Using these 
same poles you can remove the shelves 
and attach transparent panels between 
them. These panels can be appliqued 
with artificial flowers, sea _ shells, etc. 
Another effective background that I have 
seen was the use of odd shaped scraps of 
transparent colored plastic or lucite cut 
in squares, circles, rectangles and tri- 
angles that were suspended as a drop 
curtain and had the effect of a wall of 
mobiles. Another “wall” was made of 
wooden hoops connected together and, at 
various levels, two or three hoops were 
covered in transparent silk (it could be 
plastic). Here, too, the effect was prac- 
tical and not too expensive. Now, with 
the wonderful designs available in die- 
cut, embossed plywood panels available, 
many open back windows are being 
screened-in with wonderful decorative 
results and they still allow one to see 
into the store. 


Pinning 

If you use the correct size garment to 
fit the true size of your mannequins, pin- 
ning should be at a minimum; however, 
where it is necessary to pin, confine it 
to the side of the mannequin that will not 
show. There isn’t any rule that says you 
must pin from the back, those that do 
create severe straight lines that takes 
away from the realism most displaymen 
strive for. Certainly, now that we have 
started to get away from the straight 
lines of women’s skirts by using folds of 
tissue paper underneath them to suggest a 
windblown effect, I, for one, like to 
carry ‘it even further and let it, “go to 
her head” so to speak. After all, if your 
mannequin is an action mannequin and 
she is looking to the left or to the right 
or over her shoulder, what could be more 
realistic than to allow the folds of the 
garment to “breathe” with the figure, as 
the human body moves so should the 
fabric, or so it should appear to be; so 
let there be a fold or two where the 
waist turns or the arm bends or the leg 
bends at the knee. 

But getting back to pinning: Those 
who don’t agree with me, I am sure they 
have originated their own ideas of camou- 
flage such as draping a stole across the 
back, a coat casually draped over the 
shoulders, window props such as columns, 
panels, a chair, a potted palm, all placed 
in back or along side the mannequin con- 
cealing the pinned side. Mannequins can 
be placed side to side or back to back in 
action conversation groups to hide severe 
pinning if it is necessary when you do 
have to use a larger size garment than the 
mannequin. calls for. 
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PARTY DECORATIONS NEW MARKET 
FOR DISPLAY MATERIALS 


(Continued from page 43) 
decoration and give an estimate of costs, the 
first step is to get full information on the 
host’s desires as far as atmosphere and decora- 
tions are concerned. Individuality is the key- 
stone. 


Pennock Has Own Display Shop, Studio 

Mr. Pennock, when he has all the facts on 
the client’s wishes, will often make a rough 
sketch to show him; followed up by an ar- 
tist’s conception of the decor. When the client 
gives his approval, complete measurements are 
made of the site to be used and the sets are 
built and assembled at the company’s ware- 
house, display workshop and studio at Twen- 
tieth and Naudain Streets, Philadelphia. This 
operation is supervised by Robert Wickham, 
a member of Mr. Pennock’s staff. 


The real pressure comes when the displays 
go on location. Often, especially when ball- 
rooms are used, you have to put up the displays 
in about 24 hours or less. However, Pennock’s 
staff is geared for this type operation. 

Flowers are used in conjunction with these 
party displays because they lend themselves 
so well to creating a gracious, relaxed at- 
mosphere. At one recent party for a prom- 
inent Philadelphia Main Line family, Mr. 
Pennock used 250,000 roses. 

“Flowers”, he said, “are often used in con- 
junction with other items of display, partic- 
ularly as table settings or as decorations them- 
selves, especially in marquees. 

“Tt used to be rather chic in some cases to 
use artificial flowers and we still use them if 
necessary but because they are becoming more 
widespread a client now uses fresh flowers to 
be different. This is one of those matters of 
taste that change with the times.” 
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Window Displays Admired 

Mr. Pennock did not dwell long on his own 
fine window displays at the Chestnut Street 
store but they have been a subject of wide 
comment among generations of Philadelphi- 
ans. 

The storefront itself, as we mentioned early, 
is a landmark. It was the first store West of 
Broad Street which in Mr. Pennock’s grand- 
father’s time was a fine residential section. 
In fact, the founder converted one of these 
residences, making a store and greenhouse on 
the first floor. Recently, a devoted client told 
Mr. Pennock that her mother was born in the 
very room that he now uses for an office. 

Pennock’s Chestnut Street window reflects 
the prestige and the reputation of this top 
florist. They are changed about every two 
weeks. 

A recent display there is worthy of note. 


It featured, as most displays here do, a cen- 
tral theme. This one was built around the 
Star of Bethlehem, a cool-looking, long-lasting 
flower. The technical name is “Ornithogalum”. 


The window background was made of hor- 
izontal rectangles of chartreuse framed in 
black and arranged in an open and closed 
contemporary screening. The name of the 
flower was placed on the upper central panel 
of this screen. 


To the left, in pots, were various types of 
philodendrum. They provided height and gave 
a feeling of balance against the horizontal 
background. Two large, glazed ceramic urns 
were centrally balanced in front of the screen- 
ing. 

Other classic ceramic urns in a variety of 
sizes with similar fluted forms and ornate 
handles gave added white display accents. 
Some held Star of Bethlehem flowers. 


In contrast, on the display floor, smooth, 
charcoal-toned, flat, over-sized bean shaped 
stones were scattered in such a controlled man- 
ner as to act as a “tie-in” to the various parts 
of the display; so that it became a unified de- 
sign with a limited palette of white, green, 
grey, chartreuse and black. 

Bordering the window outside in a horizontal 
running window box were plants repeating the 
tonal values of the inside palette, a finely con- 
trolled display, pleasing to the eye and effec- 
tively suggesting coolness to the shopper 
passing by in hot weather. 


At the lower right of the main display win- 
dow, near the door, is the family coat of arms, 
bearing the words “Tuari infirmicas”, and the 
word Pennock in letters below in modernized 
Roman. 


On either side flanking the main display 
windows are smaller display windows in a wall 
which projects about 3 feet from the main 
building. 

In each of these walls this tall, shallow 
glass-framed display case about 12 by 36 inches 
makes a fine picture area, which usually shows 
unique arrangements or rare specimens. 


One showed the background covered by a 
horizontal woven straw matting with a fine 
piece of driftwood, plus 2 chestnut brown 
polished decoys. At the lower right were 
added various plastic leaves in greens, browns 
and orange. Included was a toadstool. The 
whole display gave a feeling of refined selec- 
tion in subdued autumn tones; suggesting per- 
haps that the window shopper could do the 
same by good taste and selection. 
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A NEW CONCEPT IN DISPLAY FIXTURES 


Now being used by leading stores in the U. S. A. 
See Our 


“MERCHANDISE SELLING” DESIGNS 


during 
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TRADE SHOW BUILDING — ROOMS 437 and 438 


LEO PRAGER, INC. 


155 West 23rd Street & New York 11, N. Y. 














Store Directory & 
Bulletin Boards for 
Better Selling! 


Let an Acme board create impulse buying with 
its departmental listings and your advertisements. 
Write today for Acme'’s FREE folder "Selling 
Through Suggestion,” and the latest catalog on 
directory and bulletin boards. 


ACME BULLETIN COMPANY 


37 EAST 12th STREET @ NEW YORK CITY 3 














OE RE ORNs or ma 


IT’S ALWAYS MARKET WEEK 


Ae = ace, ‘ a 


156 Fifth Avenue CH 3-7566 
SPECIALIZING IN WINDOW DIVIDERS AND 
MANNEQUIN BACKGROUNDS 


Allied Display Materials, Inc. 
241 W. 23d St. OR 5-6350 
NOVELTIES, ARTIFICIAL FLOWERS 

& DISPLAY MATERIALS 


For Windows and Interior Store Display 








American Fixture Inc. 
Visit our New York Showroom 
11 West 42nd Street Suite 1064, Salmon Tower Bidg. 


beau monde SOUTBERY BELLE mannequins 
and ail other display products 


TRIMLok STORE EQUIPMENT 





Arts & Flowers Displays, Inc. 
{Air Conditioned} 
43 West 5éth St. Cl 7-7610-11-12 


Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


Austen Displays, Inc. 
133 West 19th St. WA 4-626! 


Outstanding Display Novelties in Paper, Wood 
and other materials. Facilities for special 
promotions for department and chain stores. 
Interesting imports from Europe and the Orient 








Bliss Display Corp. 
37-21 32nd St., Long Island City | EX 2-3890 


DISPLAY PROMOTIONS 


Display Settings, Novelties, Animated Displays 


BONAFIDE 
Display and Decorative Co. 
34 West 38th Street BR 9-1362 


Mfgrs. & Importers of Artificial Flowers 
Novelties & Natural Foliages 





¥ 


L. A. Darling Company 
Office and Showrooms 
47 W. 34th St. WI 7-3228 


MANNEQUINS * FORMS ®* DISPLAY FIXTURES 
VISUAL MERCHANDISING EQUIPMENT 





Decorative Creation & 

Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 


DECORATIONS 
Imported Novelties, Settings 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 





IMY-e MANIKINS 


One of the World's Aargest Manufacturers 
15 W. 18th Ch 3-3626 





Frankel Associates, Inc. 
Sé West 45th Street MU 7-3434 


DISPLAY FABRICS & NOVELTIES 


Exclusive display accessories, decorative 
items and unusual animated units— 
America's most complete Christmas line. 


Los Angeles — Chicago — Detroit 
The Greneker Corporation and 
Visual Merchandising Displays, Inc. 
991 Sixth Ave. CHickering 4-7165 
MANNEQUINS 


and Promotional Displays 








Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 

OF CREATIVE DISPLAYS 


Largest Showroom in the Country 





Brunn & Bertheim 
1200 Broadway MU 4-0923 
EXCLUSIVE NOVELTIES OF ALL KINDS 
IMPORTS OF QUALITY FOR EVERY SEASON 


Duvetyne in an exceptionally wide range 
of colors as a perfect substitute for felt. 


The L. J. Charrot Co., Inc. 
ARTIFICIAL FLOWERS 


36 West 37th St. WI 7-1687 
Display Units, Novelties and Decorations 


CHL C pisptay co. 


293 Seventh Avenue WA 4-3720 
Manufacturers and Importers of Unusual 


DISPLAY MATERIALS 
FOLIAGE and NOVELTIES 


Circle Fabrics 
141 W. 47th Street Cl 7-2260 
DISPLAY MATERIALS — NOVELTIES 
ACCESSORIES 


CUT CORNERS WITH CIRCLE 











David Hamberger, Inc. 

136 West 31st St. UL 2-710! 
MANUFACTURERS OF DISPLAYS 
Artificial Flowers, Fi-nctional Units 
Backgrounds, Novelties 


The Imitation Food Display Co. 
197 Waverly Ave., Brooklyn 5, N. Y. TR 5-1268 


FOODS FOR PERMANENT DISPLAYS 


Attractive and effective, they look good 
enough to eat. 





IN NEW YORK 


Metropolitan Mechanical Display Co. 
50 West 22nd St. OR 5-1280 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins 


MECHANICAL BOOKS 





MITTEN’S LETTERS 
39 W. 60 St. © PL 7-6730 


Beautiful display-sign letters: 
exclusive new designer series 
in deep dimension. Over 100 
sizes and styles, all in stock. 


PRISCO BROTHERS, Inc. 
293 7th Ave. AL 5-2173 


Creators and Manufacturers 
of Display Mannequins 
since 1909 


Gh pbb 
155 Waverly Pl. WA 4-0412 
DESIGN ® MANUFACTURE 


A PRIME DISPLAY SOURCE 


RIP Studio, Inc. 
15 East 22nd St. GR 7-3650 
CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 


Functional and Decorative in All Media 

















Louis Schneider Corp. 
6 East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 


MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 


Cecilia Staples, Inc. 
314 East 53rd St. MA 4-0384—EL 5-6399 


Creative interpretations of custom displays. 
Your designs or our own, and designed to fit 


ANY BUDGET 


cQoYm[reVaffy Ry 
126 lith Ave. WAtkins 9-2728 
ART, DESIGN & CONSTRUCTION 
for more than 30 years 


Windows — Interiors — Shows 











Jayrod Studios, Inc. 

36 West 25th Street AL 5-4055 
Specialists in Display Photography 
Windows, mannequins, fixtures 
Service of highest quality 





Tero, Inc. 


Factory and Showroom 
153 W. 23rd St. CH 2-7344 
Manufacturers of Finest Quality 
MANNEQUINS 





Madisonia Manikins, Inc. 
New York — 152 W. 25th St. — CHelsea 3-1550 
Chicago — I! S. Desplaines — DEarborn 2-6818 
MANIKINS — RENTALS — REPAIRS 


America's Largest Manikin Refinishers 





Colonial Decorative Display Co., Inc. 


122 West 26th St. Al 5-9620 
ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties & Decorations 








Corsillo Enterprises, Inc. 
New York Showroom 
150 Fifth Ave. (20th St.), CH 2-1626 
DIRECT IMPORTERS 


Display Novelties, Christmas Decorations, 
Rattan Forms, Artificial Flowers. We sell 
only to Manufacturers and Jobbers. 














Maharam Fabric Corp. 
130 West 46th St. JU 2-3500 


DISPLAY FABRICS & ACCESSORIES 
412-20 N. Orleans St. 
1113 S. Los Angeles 


MANHATTAN MOTION MANIKINS 
4 W. 16 St. CH 3-4705 


Excitingly Beautiful Fiberglas Plastic 
MANIKINS 


Visit Our Factory-Showroom 


Chicago 
Los Angeles 





434 Sixth Ave. 








D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 


Display Novelties and Equipment 





DISPLAYS 


Distributors of Peter Rosa Mannequins 


AL 4-3200 
DESIGNERS and MANUFACTURERS 





SAVE TIME — 
DO YOUR DISPLAY BUYING 
IN NEW YORK CITY 














For Spring and Summer 








is ready to supply your every display need. The display 
industry in this great world display center is creative, 


diversified and prepared to furnish the decorative units and 





accessories to make your store a standout in your city. 


Consult these companies about your display problems. 
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New Roto-Lock Eases 
Exhibition Erection 


Time cut in half in erecting and dismantling “Phones 


in Fashion for Modern Living” exhibit for A T & T. 


/ \ SPECIAL device used in the construc- 


tion of portable arctic shelters is now taking 
the heat off displaymen harassed by heavy 
assembly schedules. Produced by the Simmons 
Fastener Corp., Albany 1, N. Y., the versatile 
equipment, known as Roto-Lock, is proving a 
boon to exhibit builders. 

Case in point is the recent “Phones In 
Fashion for Modern Living” display featured 
by the American Telephone & Telegraph Co. 
at its annual stockholders meeting in Chicago 
this past April, and subsequently shown in the 
lobby of the firm’s New York headquarters 
during the month of May. 

Simulating the six rooms of a full-sized 
ranch house, plus three modern office settings, 
the exhibit presented the latest Bell Telephone 
System services for home and business. Size 
of the display was 2,400 square feet. Approxi- 
mately 350 Simmons Roto-Lock fasteners 
were used to secure some 175 double sided 
wall panels comprising the basic shell of the 
building. Male and female parts of the Roto- 
Lock are recessed into the ends of adjoining 


wall sections. Locking and unlocking are 
done with a hex wrench through a small hole 
in the panel, and no fastener portions are 
visible in the assembled display. A _ single 
twist of the tool and Roto-Lock is secured — 
or released. 

According to the builder of the exhibit, Jack 
Maryon, president of Industrial Displays, New 
York City, “A display of this type, size and 
complexity would ordinarily take 24 hours to 
erect, when bolts or other conventional fasten- 
ers are utilized. Employment of Roto-Lock 
has resulted in a 50 per cent cut in construc- 
tion time. They require less effort, and make 
for more greater efficiency and better appear- 
ance.” Similar opinions were voiced by the 
members of the display crew. The same time- 
saving advantages are enjoyed at the time of 
disassembly. 

Designed to provide simple assembly and 
positive locking action, the Roto-Lock fastener 
permits the quick securing of butt or right 
angle joints. Especially valuable where de- 
mountability is an important factor, the rugged 


EXTERIOR VIEW of American Telephone & 
Telegraph Co. display (above) of “Phones In 
Fashion For Modern Living.” Simulating a full- 
sized, six-room ranch house, plus three modern 
ofice settings, exhibit presented latest Bell 
Telephone System services for home and busi- 
ness use. Assembly time for 24,000 sq. ft. dis- 
play was cut in half through use of special 
known as_ Roto-Lock, produced by 
Simmons Fastener Corp. 


device 


THREE-DIMENSIONAL VIEW of Roto-Lock 
fastener mounted in panels. Top drawing shows 
(left) male and female (right) parts of equip- 
ment. Section at left has tapered cam which 
provides a completely structural connection. 
. Hex wrench (center) effects closure by rotating 
cam until it engages latch on receptacle. Bottom 
drawing depicts butt joint formed by locking 
of device. 


DETAILED VIEW giving close up of Roto-Lock 


in right angle panel connection. 


SPECIAL PLUG devised by Industrial Displays, 

builders of A T & T exhibit, covers panel 

opening used for insertion of hex wrench which 
which operates Roto-Lock fastener. 
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component contains no springs or other deli- 
cate mechanical parts which can be affected by 
temperature or field service. It has high re- 
sistance to corrosion and wear. 

Available in two models, the lock features a 
tapered cam which provides a completely 
structural connection capable of supporting 
heavy sheer and tension loads. The cam may 
be actuated by a hex wrench or screwdriver, 
or any other hand tool. Closure is effected 
by rotating the cam so that it engages the 
latch on the female part. 

Roto-Lock model No. 1, having overall 
measurements of 3-3/8 by 3-1/32 by 5/8 inches 
thick, can take a sheer load of 2,000 pounds 
and bear a 1,400 pound tension load. Model 
No. 2 is 3-3/8 by 3-1/32 by 7/16 inches wide. 
It will carry a sheer load of 1,200 pounds and 
a tension load of 1,000 pounds. 

Recessed Roto-Lock fasteners besides af- 
fording a neat appearance in the assembled 
display, are protected from damage when 
panels are taken down for shipping. For 
application to thin sheets, the device can be 
side mounted rather than recessed. 

Roto-Lock fasteners were specified by the 
United States Plywood Corp. for use in 
panels employed in the construction of portable 
arctic shelters. Other applications include 
assembly of partitions, cabinets and built-ins 
of all kinds, assembly of desks, tables and 
other demountable furniture, and construc- 
tion of demountable refrigeration units. 

The Simmons Fastener Corp. specializes in 
the manufacture of quick-operating fastening 
devices for consumer, industrial and military 
uses. 


Social Activities Abound 
With St. Louis Guild 


Plans are underway now for the Christmas 
party held annually by the St. Louis Display 
Guild. It will be on December 16 at the Con- 
gress Hotel in St. Louis. The committee in 
charge is composed of the younger displaymen 
of the Stix-Baer & Fuller stores, headed by 
Ronnie Brummel, display director of the newly 
opened River Roads branch. 

On October 28, the Guild held a square 
dance with buffet dinner. Program for the 
November meeting was unavailable. President 
Roland L. Grossberg seems to have his term 
of office that began in September off to a 
good start. 


Aluminum “Half-Tree” 
For Wall Display 


Aluminum Christmas trees that are only 
half-round for attachment to walls or other 
flat surfaces are now available from Metal 
Trees Corporation, 1511 W. 38th St., Chicago 
9. Thy come in two sizes, 2 and 2% feet 
tall, and in various colors, natural aluminum, 
gold, red, green, pink, ice-blue, fuchsia and 
royal blue. 


New Displayer Offered 
By Hal Fisk 

Write for a picture of the latest functional 
displayer being marketed by Hal Fisk, 3764 
Shafter Ave., Oakland 9, Calif. It is finished 
in brass, black, white, brushed nickel and 
clear lucite and is adaptable for display of 
women’s and children’s shoes, scarfs, hand- 
bags, hosiery, gloves, jewelry, men’s shirts, 
ties and others. 
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Paramir (A)—dramatic multi-color mirrors 
Parafiex (B)—silver & colored faceted sheets 
Mirror Decor—loose pieces in all shapes 
Mosaic Glass Tesserae—Plastic Mirrors 





Your source for materials, mirror balls, 
and finished units to your specifications. 


Parallel Mfg. Corp., Dept. K, 32 East 10 St., N.Y. 3, N.Y., Spring 7-8787 
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Projections 


from the drawing board 


of Jan Ujlaki 


TYPICAL SYMBOLS of approaching 

Spring are garden tools and budding 

branches. Tie the two together in a 

display of men’s clothing for a change, SPEAKING OF SYMBOLS. what is 

hanging accessory items on the almost more appropriate for promotion of 

bare tree and personifying the up- vacation-resort wear as is a huge 

turned spade as an ey e-catcher. Gain globe tied-in with the travel merchan- 

depth by tilting the entire arrangement dise. luggage, etc. It can be full- 

toward the front. round or cut from hardboard. If you 
really want to attract attention make 
a full-round globe revolve by means 
of a turntable and mount various 
pieces of clothing, accessories at 
various points on the globe. 


BON VOYAGE also means something to the youngsters, 
whether actually accompanying their parents on vacation 
or merely sailing the seas in their dreams. A _ perfect 
symbol is the enormous paper boat mounted on the back 
wall with a child mannequin standing in it (standing on a 
platform attached to the back wall behind the boat). 
Other children wave “Goodbye” from the dock. Action 
scenes with children are always most effective. 


»~ * | 
* 


FOR NEXT CHRISTMAS (or this one, if you are still stuck for 
an idea), try making this huge candlestick, draping it with 
some fabrics and arrange the mannequin with cocktail glass in 
hand. This would be ideal for a late window that could be 
carried over to New Year's Day with minor alterations. 


| 
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SWIMWEAR DESERVES much more creative thought than it 
gets from many displaymen nowadays, but we must admit that 
ideas that haven’t been done before are hard to come by. How — sagt : 
about this one? Mount your mannequin astride a giant sea- N 

horse suspended in the window and allowed to swing naturally. Sw, 
Once again motion can be used effectively by attaching the 

suspension wires to a motor to create a rocking seahorse. eS! Ses 
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Get Auto Display 
into High Gear! 


By RICHARD DAY 


Cars can be sold by displays, just the same as car coats 
—but auto dealers must be convinced that display is 


not only economically feasible, but highly profitable. 


It will be up to the displayman to do the convincing. 


/ \ UTOMOBILE dealer display today is on a par with what retail 
store display was thirty or more years ago. If any attempt is made at 
all, display is handled as an additional task by someone who has very 
little, if any, knowledge of the field. There are auto dealers who are 
exceptions, particularly in California where the automobile is king, 
but as a rule the auto dealer display picture is very bleak. The fault 
lies with display, not with the dealer. Display has never sold itself 
to the auto dealer. 

Because they have not been properly shown, most auto dealers feel 
that automobiles are not brought on impulse and, therefore, why spend 
money for display? Buying a hat, a dress or a pair of shoes, they 
seem to feel, is not like buying a car where the buyer is going to have 
to dicker for the best deal, most likely trading in a used car in the 
transaction. Most think that display cannot help. They do not realize 
that cars can be sold by displays the same as car coats can. 

Another misconception most auto dealers have been allowed to 
retain is that good display costs a great deal of money. This may be 
true for a dealer trying it on a one-time basis but a dealer who uses 
display as a regular selling tool finds that it costs very little. In fact, 
display can often produce more sales for the money than any other 
means of promotion. Only the dealers who use it will ever discover 
its benefits. 


MANUFACTURER GETS INTERESTED 


The Chevrolet Division of General Motors thought enough of dis- 
play that it recently held a roundtable discussion on display (DISPLAY 
WORLD, March 1961) which was filmed and is being shown 
to Chevrolet dealers all over the nation. It was hoped that the points 
brought out in the discussion would get some of them interested 
enough to use displays in their showrooms. Then, Chevrolet executives 
felt, other dealers would see how successful good display could be 
from a business standpoint and they would follow suit. 

Auto dealers are, first of all, businessmen. If they once see that 
display is, not only economically feasible for them, but profitable, they 
will use it as a selling tool. 

Joe Kreis, display director of Saks Fifth Avenue, Chicago, repre- 
sented the display field in the Chevrolet roundtable. He told dealers, 
by means of the film, that they were missing a bet in not following 
the lead of their national advertising in setting up showroom displays. 

“The theme of Chevrolet advertising recently has been, ‘The Greatest 
Show on Worth,’ he told them. “This would be ideal for dealer 
displays.” 

If I were a Chevrolet dealer I'd have done a display with a circus 
theme,” said Mr. Kreis, “for instance, a terrific display could have 
been built around a circular platform with a car on it. Three plat- 
forms, with cars displayed representing a three-ring circus, would 
have been even better if there were enough space. Peppermint-striped 
cardboard poles around the platforms could have held a brightly 
colored canopy with a circus awning above each car. The floor of the 
platform could have been covered with colored sawdust. Balloons, 
cotton candy, flags and other such colorful things could have helped 
to complete the circus atmospiiere. 

“*The Greatest Show on Worth’ would have been the title, of 
course,” said Mr. Kreis. 

“Such a display could be used, changing the cars every now and 
then, for the duration of the promotion or even longer,” Mr. Kreis said. 


THEMES 


Automobile manufacturers’ advertisements are full of possibilities 
for display themes. Other theme ideas can be tailored to local cele- 
brations or to seasons, car colors, car names, an evening out or almost 
anything. 

Right now, good display themes could be connected with Christmas 
or with travel to warm climes. Big blowups of highway maps could 


MERCEDES-BENZ, a quality German import, top photo, used a German 
Autobahn display that dripped with quality. Concrete pavement lined 
with gravel was the Autobahn. A night scene of the Mercedes factory 
was the background. Most of the cars were crowded onto the highway 
while the sporty model in foreground was parked on grass at side. This 
was seen at 1961 Chicago Automobile Show. 


AUTO DEALERS would do well to emulate display techniques used in 
large metropolitan auto shows. The Rambler placed on a low platform 
(left) would stand out from other cars even without the models. This 
could easily be duplicated by an auto dealer. Also from Chicago 
Automobile Show. 
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be obtained easily and used as part of a winter travel display with the 
idea of “travel in style in a new car.” In the spring and summer the 
travel idea could be used to promote station wagons or pickup trucks 
with provisions for camping, in a display with an outdoor campground 
atmosphere. For fall promotions hunting and fishing could be used as 
the theme. 

When Chevrolet’s sports car, the Corvette, first came out, one 
dealer created a terrific display sensation by turning a Corvette over 
on its top in the showroom so that potential buyers could get a good 
look at the under side of the car. 

Valentine’s Day could be a theme for a good auto dealer display, 
says Joe Kreis. A heart theme idea could be worked out with, possibly, 
a car bursting through a huge paper or papier maché heart. 

“Such a display would stop people — and that’s what you want,” 
says Kreis. 


WHAT IS GOOD DISPLAY? 


Mr. Kreis, although he has never worked in the field of automobile 
display, is sought as an authority on it because of his proved ability 
in retail display and his intense interest in automobiles. He believes 
that a good automobile display is the same as any good display — it 
sells merchandise. 

“You can’t pinpoint a display as good or bad, because it strikes 
different people in different ways but if tied to its basic purpose — to 
sell something — you can judge a display pretty well,” says Mr. Kreis. 

“In general, a display which creates a mood or atmosphere for a 
product that will encourage impulse buying of that product is a good 
display. That is the basic reasoning in display and it applies to all 
display, automobiles included.” 

“First,” says Mr. Kreis, “a display must get the potential customer 
to come inside for a closer look or for more information. It must 
stop you, get you interested in the car by the way the car is played 
up either by color, a clever idea or something like that. Then, when 
you go in, the salesman has a chance to sell you further on the car. 
Of course, all sales, whether automobiles, clothing or whatever, must 
be made by a salesman, but a good display gives the salesman many 
extra chances for sales he would not have had otherwise.” 


WHERE DISPLAYMAN FITS 

What does an automobile dealer do, then, to get good displays? The 
first thing that most local dealers need to do is to contact an interior 
decorator and get some ideas on colors, etc., to repaint and refurbish 
their showrooms. Most of them are drab, dreary and dirty and need 
prettying up before they are suitable as places to sell cars. A show- 
room should be attractive enough that people will want to go inside. 
It should project an atmosphere of welcome to the passerby on the 
street. Only then can it be ready for a display. An interior decorator 
can be useful in designing color schemes, etc. 

Then the dealer should contact a displayman, for the displayman 
can do much for the dealer, even if the dealer wants to do the actual 
building of the display himself. Nearly all larger cities have free- 
lance displaymen who would be happy to work with an auto dealer. 
There are also many retail displaymen who would be willing to take 
on a part-time assignment in auto display. 

The displayman’s basic knowledge of display merchandising in- 
cluding theme ideas, settings, color, lighting, props, signs, etc. would 
be an invaluable asset to the auto dealer in a display program. 

In addition to providing expert advice, the displayman could 
obtain otherwise hard-to-get display props, materials and even manne- 
quins. He could furnish these on a rental basis or buy them outright 
on behalf of the dealer, who would then be able to use them over and 
over again without further cost. Many freg-lance displaymen have 
props stored ready for use. 

The problem of supplying clothes for mannequins is one that 
often precludes the use of mannequins at all in a non-clothing display. 
This is best solved by borrowing attire from a local store and giving 
it credit in the display. The arrangements are probably best handled 


“DOWN ON THE FARM” was the theme of a Dodge truck display that 
made use of live animals. Low fences held animals and trucks in their 
settings without hiding trucks. Display background carried signs and 
designs. Floor was carpeted around settings. This was attraction at 
Chicago Automobile Show. 


INTERNATIONAL HARVESTER headquarters in Chicago carries 
continual dealer window displays under the direction of John M. Hannon, 
supervisor, exhibits and displays. Tree trunks, picnic table scene, grass 
floor set the scene for an International camper display. 
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by the displayman working with one of his regular contacts. Thus, 
he would be able to select fashions and colors to complement those of 
the automobiles. 

The hiring of a displayman by an auto dealer can be likened to the 
commissioning of an advertising agency to handle advertising or a 
certified public accountant to do the dealer’s bookkeeping. The dealer 
does not have the know-how or personnel who know how to properly 
execute displays. Most dealers would like to make their showrooms 
more attractive if they only knew how. 

A displayman, if he is good at selling as well as display, can promote 
his own auto dealer display work by calling on the automobile agen- 
cies in his area. A good free-lance business in auto display could be 
developed if the idea could be sold. 


DISPLAY FAULTS 


Auto dealer’s showrooms, in general, have a great deal of sameness 
about them. There is nothing to distinguish one from the other, ex- 
cept the name. Drive past one and you've seen them all, as a rule. 
There is nothing to make a shopper stop and look unless he decides 
without influence that it is time to buy a car. A dealer identified with 
a window display would really stand out. 

Auto dealers who cover their showroom windows with signs and 
large lettering are almost daring potential customers to pass them by. 
Prospects who want to look at the cars must look instead at blatant 
announcements, billboards — often with nothing more than the price 
of the cars to be seen. A dealer should put his billboards elsewhere 
and put displays in his showrooms if he really wants to sell cars. 

If a dealer must use signs or lettering on his display windows, he 
should cover only the upper part, or one side, still allowing the 
shopper to see in and look at the cars themselves. 


(Please turn page) 











SERVICE DEPARTMENT DISPLAY 

A golden opportunity awaits the wide-awake auto dealer who puts 
the principles of display to work in his service department. With a 
little cleaning and some painting the service department could be 
made a very attractive setting for displaying new cars. It has been 
done in factories not only to make them more attractive but to increase 
production and safety. 

The first contact many customers have with a dealer is his service 
area and there are nearly always a number of new cars stored there 
awaiting make-ready for delivery. If these were only cleaned up and 
parked in a good looking atmosphere where service customers would 
be sure to see them (and have a chance to see how nice they look 
compared to their own, older, automobiles) additional sales would 
result — enough to be well worth the cleanup, paintup effort. 


USED CAR DISPLAY 

The used car dealer has a tiger by the tail when it comes to display. 
A used car lot image has been created by strings of lightbulbs, rows 
and rows of them creating a carnival atmosphere. When you see them, 
you automatically think of a used car lot. This is good; however, the 
other side of the coin is bad. The carnival atmosphere makes you 
doubt the integrity of the dealer — makes you feel that you are going 
to be taken if you go in there — the “sucker born every minute” 
attitude. 

Joe Kreis believes that one way out for the used car dealer is to 
cut down the glare to some extent by floodlighting selected cars. 

The platform idea is good outdoors as well as in indoor showrooms. 
he used car dealer could have wooden platforms built to display two 
or three specials up slightly above the other cars where, when flood- 
lighted, they would stand out. These could be implied as extra special 
quality cars, as superior bargains, or as especially suited to a particular 
theme. Space should be left around the platform for potential buyers 
to walk as they look at the cars. 


FACILITIES NEEDED 

Most showrooms have banks of fluorescent lights which give a 
very flat lighting to the cars and do nothing to highlight the color. 
Lighting experts say that fluorescent lighting, if used, should run 
parallel to the direction of the car, not across it, to bring out the long, 
smooth-flowing lines. 

Alfred Makulec, store lighting specialist, General Electric Co., 
Nela Park, recommends a combination of fluorescent lighting and 
spotlights, with a spot on the front of the car to bring out the beauty 
of the grille or chrome trim. 

He would also use a fluorescent light or two inside the car, as they 
do in the auto shows. The real style in an auto, if the woman’s view- 
point is considered, is the interior. Auto designers pay a great deal 
of attention to the styling of the car interior and its coordination with 
the exterior. The inside lighting would help to bring that out to the 
female buyer’s (and the dealer’s) delight. 


WHAT TO DISPLAY 

An auto dealer who puts in his first display can hardly go wrong as 
to what models of car to promote. As a general rule, though, he 
should promote his best-selling models most of the time. Then, as a 
change of pace, he can feature his glamour models, convertibles, station 
as the season suggests. 

He could feature a price, playing up the models in a particular 
price range. In that case, the price would be the theme of the display. 
Or he could feature his compact cars. Because of their size, they lend 
themselves very well to display. 


wagons, eTc., 


HOW MANY CARS? 

The number of cars a dealer can successfully display at one time 
depends upon the space he has available and the amount of expense 
he wants to entail. Rather than take all cars out of the showroom but 
the featured one (or ones), he may have as many as six or eight Cars 
in the showroom, if there is space. 

Depending upon the size of the showroom, two or three cars should 
be featured by display to stand out from the others — but the 
others are there for the customers to see. 

\s Kreis puts it, “We had a window display of women’s dresses. 
We couldn’t possibly have put the stock of dresses in the window but 
we had the other styles in the department for a complete selection in 
case they were interested. The window did its job in getting the cus- 
tomers into the store.” 
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SETTINGS 

To create attractive settings that will stop people, the auto display 
designer would not need to have a mechanical knowledge of auto- 
mobiles unless he were featuring some part of the motor or running 
gear. Then the dealer’s personnel could supply the mechanical 
know-how needed. Use the showroom windows for the display but 
leave the area around each car on display open sc customers can walk 
around and see the cars from various angles, still close enough to the 
window so that passing motorists can also see it. However, panels, 
curtains or draperies can be used to close off the entire display, if 
that is desired. Panels could have atmosphere painted on them or 
signs playing up the car. 

In choosing backgrounds, generally, light colors are best but they 
must bring out the best in the car on display. A background might 
well be set up in white or gray so that any car put in frort of it would 
look good, then it would not need to be changed with each car change. 
With proper lighting a white car could be made to stand out against 
a white background. Color coordination is important, says Kreis. 
“For instance, a light blue car featured against a dark blue background, 
or a white car against a black background, stands out like a jewel.” 

Thousands of different color combinations are possible, all of them 
good, if the display designer knows the effect he wants to achieve. 

The showroom floor should be kept sparkling. Most of them are 
tile and they should be kept highly polished and free from oil drippings 
and scuff marks. The floor color usually cannot be changed because 
if it is tile it cannot be painted. However, the floor on the platform 
or around the featured displays should be tied in with the theme, 
whatever it is. Cover the floor with wood chips, sawdust, carpet, 
sand, stone chips, paper, etc. as suits the theme. 

One prize-winning auto display had a giant satin-covered papier 
mache pillow on which the car appeared to rest. It was a luxurious 
car sitting on a satin pillow — like a fine jewel. 

Props for an automobile dealer display can be anything that will 
fit the theme. For instance, props for the circus theme suggested pre- 
viously could be bought in a dime store. Props for other themes 
might be more difficult for the dealer to obtain. Here the local display- 
man can provide the services of his established suppliers or of his 
own collection. 

Signs are important. Dealers can get the copy from national ads, 
but the printing should be done professionally, again, where the 
services of a displayman are needed. 

A good example of what display can do to attract crowds was pre- 
sented in Chicago last winter. Here, in spite of the fact that the 
automobiles had been on the road for several months giving everyone 
a chance to see them, they drew a record turnout of more than 700,000 
people. Part of the reason was display. The cars were shown in 
attractive settings in order to appeal to many potential buyers. Auto 
display really works. And it can work for dealers in your area —and 
for you. 


GOING UP in men’s fashion stores across Canada this past month were 
three-dimensional point-of-sale displays such as the one shown below. 
Believed to be the first major use of a deep-dimension display by a 
Canadian men’s clothing manufacturer, it was calculated to effectively 
convey the color-on-color “Mosaics” story featured in Shipley suits this 
winter by John Victor & Sons Limited, Montreal. A fashion figure and 
theme copy appears in the foreground with a mosaic motif on its con- 
cave background. It was designed and produced by National Marketing 
Ltd., Montreal. 
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MODERN STORE PLANNING 
(Continued from page 47) 

With an unlimited budget it 1s an easy 
matter to modernize and fixture any store, 
but my efforts are usually confined to ideas 
and designs that can be accomplished at a 
reasonable expense. 

My plan also suggests the addition of a 
bank of counters (C) on which brassieres, 
blouses, etc. can be displayed; they can be 
sliding door or pull-out drawer units, 
equipped with counter-top glass binning. 

(R) These are on-hand garment racks, 
and a new wrap unit is also suggested. 
This can be a smart modern design show 
case with the top covered with plywood 
faced with natural blond wood-finish plastic 
laminate. 

Fortunately, this store has an exception- 
ally high ceiling with a balcony extending 
across the end section. The front of this 
is open so customers walking the first floor 
can see the mannequins used to display fur 
coats. 

It was suggested that this second balcony 
floor fur department be moved to the first 
floor, but actually there would not be room 
tor it. 

I would install eye-catching year-round 
seasonal fur displays in the window, and a 
mannequin dressed in an attractive fur 
coat can always be displayed on the base 
immediately in front of the fitting rooms 
(shaded area). 

This new-look upper wall treatment 
should change the entire appearance of the 
store interior and the addition of the bank 
of (C) counters in the entrance area will 
be another functional improvement. 

Another advantage of an over fixture 
baffle treatment is that it can easily be re- 
painted at a reasonable cost; the pastel 
color should be carefully selected and the 
upper wall over the baffle should be a 
lighter blending shade of the color used 
on it, 

Adequate width aisles are important and 
the ones indicated by the following code 
letters were all carefully established to 
assure a free flow of customer traffic: 


(A) (B) (C) (D) (CE) (CF) (G) and (BH). | 
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A gift that will be deeply appreciated and used by your 
friends and associates in the display field. 


Share your source of 
DISPLAY INFORMATION 


and those you favor with this thoughtful gift will enjoy 
a year-long remembrance of your friendship. 


ORDER NOW — A special gift notice will be sent to 
each gift recipient on December 8. 
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Comments of Nita Opitz, noted 


New York designer, con- 


sultant and producer of dis- 
plays, upon return from re- 


cent trip abroad. 
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) A RECENT business trip to 


Europe, seeking new sources of materials and 
new design methods, | conferred with one of 
my European Associates, [b Antoni Jensen, 
from Copenhagen, Denmark. He is an inter- 
nationally known graphic poster artist, known 
as “Antoni” and we had an opportunity to 
attend the famous Milan Fair in Italy and the 
equally well-known Swiss Industries Fair in 
Basel, Switzerland. While touring these fairs, 
we were greatly impressed with the fantastic 
use of contrasting colors in all the exhibit de- 
signs. 

The “Mustermesse Basele,” held from April 
15-25 of this year, is a memorable experience 
in terms of observing exceptional exhibit dis- 
play design showing facets of European in- 
dustry. Through crowded areas, the indi- 
viduality, elaborate and striking use of color 
in the displays carries most effectively. 

By spending many hours reviewing the 
European techniques regarding production and 
creation of powerful selling display impacts 
with the proper combination of various ma- 
terials to dramatically sell the products dis- 


DEMONSTRATING the diversified display tech- 
niques of the Nita Opitz firm are the photos 
on this page. At top are two units designed, 
developed and currently being produced for 
Tura, Inc., makers of fashion eyewear. Doors 
of the basic cabinet at right are interchangeable 
for different seasons. At left is the closed cab- 
inet. These are made for wall or showcase 
mounting. At left center is a display for 
Alitalia Airlines showing the cutout passengers 
as if looking out the plane windows at various 
familiar Italian scenes. At left is an elegant 
conception promoting “The New Age of Grace” 
for Coats & Clark. manufacturer of sewing 
products. Surrounding the ornately framed 
blowup of an advertisement were plush velvet 
and satin draperies in shades of mauve and 
purple with a large pink rose at the floor front. 
A transparent treasure chest containing the 
firm’s products completed the scene. 





played, it is most noticeable that simplicity 
and elimination of all extraneous detail key- 
notes the striking display of all merchandise. 

As you approach the main entrance gate, a 
giant poster showing the layout of the complete 
fair is presented. Then you are given a de- 
scription handbook completely outlining and 
categorizing the various exhibits to be seen. 
With this adequate manual, it is a simple 
matter to proceed to the exhibit area which 
may immediately pique your interest. 

A circular rotunda, four stories high, vivid 
in color with banners, red geraniums growing 
in large grey containers and numerical indica- 
tions for location, is the starting point. Fol- 
lowing your selected number, which in our 
case, was the category of graphic poster dis- 
play, you emerge into a beautifully designed 
area devoted to the simple, breath-taking post- 
ers typifying European design. European 
posters are fascinating in their exciting, un- 
usual color combinations with a minimum of 
copy. Equally fascinating is the method of 
repeating four or six or more of the same 
posters to be seen in the same area. The 
repetition is dynamic in its overall effect. 

From the graphic poster area we proceeded 
to the textile design. There we were particu- 
larly fascinated by a display using 8-foot ani- 
mated spools of thread. Also it is most im- 
pressive to observe on most displays the great 
use of overhead canopies of fabric as part 
of the design. 

The jewelry and watch display, primarily 
Swiss, is designed with eye-level shadow- 
boxes, each treated in an individual manner 
proving most practical and effective for small 
objects. Particularly obvious again is the use 
of black and a sharp bright color as a con- 
trast. Also interesting was the use of light 
emanating from the bottom or back of the 
eye-level shadow-boxes. 

In the home building section, the entrance 
is wood walls with dramatically lighted 
shadow boxes pin-pointing special designs. 
Pedestals were placed nearby with miniature 
models for home building. As we emerged, 
actual homes were constructed, surrounded 
by nearby pools and gardens. 

The large industry section was particularly 
characterized by brightly colored machines and 
parts. It is unusual to see such massive ma- 
chinery presented as an overall pattern of 
color like bright toys. Each utilitarian part 
becomes important and the entire design 
creates an exciting effect. 

The breadth of the display in United States 
terms is staggering. The concepts, design 
techniques and implementation to achieve the 
maximum effect can be put to very excellent 
use. This knowledge, coupled with the re- 
quirements of exhibits in this country, is of 
inestimable value in designing and producing 
a most effective display which will appeal 
from a graphic and sales approach to the 
major masses of buyers, no matter what their 
preferences may be. 

We can learn from one another, and this is 
precisely the international attitude of the Nita 
Opitz Co. Our whole approach is particularly 
stimulated and implemented by knowledge 
gained both here and abroad. European 
Fashions coupled with an international know- 
how is the great combination. We at the Nita 
Opitz Company feel particularly adept in this 
respect, and are demonstrating it daily in our 
design developments and display production for 
our accounts. 


DECEMBER, 1961 

















+ 














The Bliss SEELINGRILL revolutionizes all con- 
cepts of window trimming. It has been de- 
signed to give maximum use of horizontal 
space without cluttering the floor. 





The Bliss STO-WAY Grill has been de- 
signed to give maximum variety and 
speed of trimming in the minimum space. 


Practically every branch store built within the last five 
years has been equipped with the Bliss SEELINGRILL. 


Please write for complete :ntormation. 


BLISS DISPLAY CORPORATION 


37-21 32nd STREET * LONG ISLAND CITY 1, NEW YORK 
EXeter 2-3890 
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NEWSGRAM 


By GABRIEL VALENTI, Managing Director 


NATIONAL ASSOCIATION OF DISPLAY 


INDUSTRIES 








SPRING MARKET: The morning line for 
the coming Spring Market, now just a few 
days away, is encouraging. In one respect, 
optimism is reflected by strong support on 
the exhibitor side with 78 signed to show. 
On the economics side, the outlock is also 
bright, for we approach Spring following a 
Christmas season marked by a late surge of 
sales that should bring 1961 volumes for the 
industry to respectable levels for the pro- 
ducers of decoratives. For producers of func- 
tional display equipment, 1961 will be one of 
the better years, attributable to the opening 
of new retail outlets and the refurbishment 
of existing stores. 

On the show promotional side, the Market 
will be highlighted by our second industry 
breakfast get-together set for December 11. 
We'll give you full details a few paragraphs 
ahead. Topping the show prizes will be a 
Mardi Gras vacation, four days for two 
persons, in New Orleans. This will serve to 
complement our show theme, which features 
“Spring Carnival” with the accent on Mardi 
Gras. You'll read more about the holiday for 
two later. 

Most important for now, since we are in 
the home stretch, is that you firm-up plans 
to attend the Spring Market. Recommended 
for hotel accommodations are the New York- 
er, Governor Clinton and the Statler Hilton, 
all very close to the New York Trade Show 
Building, the Market site. Remember the 
show dates, December 10-14. 


—NADI— 
SHOW HOURS: 
Sunday, December 10, 
Monday, December 11 
Tuesday, December 12 
Wednesday, December 13 
Thursday, December 14 


—NADI— 
INDUSTRY BREAKFAST: We have an 
outstanding program. The get-together is set 
for Monday, December 11, Grand Ballroom, 
Hotel New Yorker. We start at 8 a.m. The 
talks will be on at about 9. Exhibits open 
at 10. Breakfast is complimentary. 

It will be Breakfast with Tiffany's Walter 
Hoving, chairman of the board. Mr. Hoving 
was vice-president of Macy, vice-president of 
Montgomery Ward, president of Lord and 
Taylor and then of Bonwit Teller. 

Then the fashion and display point-of- 
view will be related by Alice Hughes. She 
writes the column, “A Woman's New York,” 
for King Features, syndicated to over 100 
newspapers. 


10 a.m. to 6 p.m. 
10 a.m. to 6 p.m. 
9 a.m. to 6 p.m. 
9 a.m. to 6 p.m. 
9 a.m. to 1 p.m. 
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Lester Gaba will chair the session. He is 
the well-known display columnist, author 
and lecturer. His column appears in “Wom- 
en's Wear Daily.” He stages many of the 
major fashion shows. 

We'll open the session to questions and 
answers at the conclusion of the talks. 

Admission will be on a ticket presented 
basis. If you have not received our show 
announcement in the mail, which explains 
ticket obtaining procedure, write to the 
NADI at the Hotel Governor Clinton, New 
York City 1, and we will be pleased to send 
you a ticket. During the Sunday of our 
Market tickets can also be obtained at the 
NADI show office. 


—NADI— 

MARDI GRAS IN NEW ORLEANS: One 
of our visiting displaymen will be heading 
for the Crescent City in March to celebrate 
the 1962 Mardi Gras. This is the grand prize. 
Hotel accommodations will be at the Royal 
Orleans, March 3-6. Woven into the atmo- 
sphere of the Royal Orleans is the color and 
flavor of New Orleans’ French Quarter. The 
hotel is located in the heart of Vieux Carre 
facing St. Louis St. For the winner it will 
be Mardi Gras in March. The NADI will 
provide hotel accommodations for two plus 
$100 for expenses. The winning ticket will 
be drawn from punched tickets dropped in 
the hoppers located at various exit points in 
the Trade Show Building. 

For daily prizes, we will have gifts from 

the Creole Delicacies Shop in New Orleans. 
Everybody will be eligible. All that you need 
do to participate in the drawings is to make 
the complete round of exhibits on three 
floors at the Market and return punched 
tickets to us. 
PHOTO CONTEST: This is our third dis- 
play competition. We want to make it the 
best to date and to justify its inclusion in all 
future Markets. To do so we need your sup- 
port by participating as a contestant and 
by voting as a show visitor. 

Send entry photos to the NADI. Cash 
prizes will go to ten winners. Judging will 
be by visiting displaymen, retailers, resident 
buyers and free lancers, our white badge 
registrants. 


—NADI— 
STORE IMPROVEMENT SHOW: This is 
a first. It’s NRMA sponsored and will be 
held at the 7lst Regiment Armory in New 
York City, June 4-7, 1962. The show should 
be of special interest to producers of store 
fixtures and functional type displays. Write 


to NRMA at 100 West 3lst St., New York 
City 1, for details. 

—NADI— 
STATISTICS: The NRMA Sales Promo- 
tion Calendar, just released, contained a 
breakdown of 1960 Sales Promotion Ex- 
penses. The figures were shown as percent- 
ages to net sales. 

Publicity and Display Mgt. Expense .24 
General Advertising, of which 3.23 
Newspaper & Shopping News 2.50 
Direct Mail .. arene es .20 
Radio & Television ve 10 
Other Advertising : 12 
Shows & Exhibits ... Bie Sg on eta 
Display | | 55 
Total Sales Promotion Expense 4.13 
Total Sales Promotion Expense was down 
10 from 1959. Display remained the same 
at .55. The Publicity and Display Mgt. Ex- 
pense line was .22 in 1959. 


—NADI— 
SPORTSWEAR SHOW: The Men’s Sports- 
wear show, just completed at the Trade 
Show Building, ranked as one of the best 
from the standpoint of display effort by each 
exhibitor. Showrooms were done in color 
backgrounds with decorative and functional 
units, props and lighting prevalent through- 
out. Visiting retailers were impressed by 
attractive presentations and were provided 
with inspiration and ideas to display mer- 
chandise better in their establishments. 

Color assortment was the buying order of 
the Market. Certain shades stood out in 
importance for 1962 Spring promotions. Blue 
made a strong showing in blazers and in 
denim coordinates. Blue-on-white was fav- 
ored in Madras sports coats and walk shorts 
and in  seersucker coordinates. Finally, 
swimwear and nautical wear drew the most 
attention in red, white and blue. 

The nautical look and the active sports 
look were the most popular from the styling 
standpoint. 

NEW MEMBERS: Two firms were added 
to our member roster in the past month. We 
welcome the following into the NADI. 

Lion Ribbon Company, New York City, 
converters and distributors of ribbons, foils 
and decorative novelties. 

The Pentone Company, New York City, 
producers of display murals, plaques, panels 
and screens. 

Both firms will be exhibiting in December. 


—NADI— 
HELP WANTED: One of our NADI mem- 
bers is seeking a free lance display designer 
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(preferably one now attached to a depart- 
ment store) to supplement his plant staff. 
The member produces functional and decora- 
tive type fixtures made of wood. 

If interested, please contact the NADI 
for details by mail or during the Market. 


—NADI— 

POINT-OF-PURCHASE DIRECTORY: 
Our copy of the 1961 Directory of point-of- 
purchase producers and suppliers was fre- 
ceived recently. This is an excellent reter- 
ence guide for the industry’s purchasing 
agents. Added this year is a reader service 
coupon in connection with the catalog direc- 
tory listing. Copies of the P-O-P Directory 
can be obtained for $1.00 by writing to 
“SPOT” magazine at 6 West 5/th St., 
New York City 19. 


Sessions To Include Display 
At NRMA Convention 

“The Challenge of Change” is the theme of 
the 5lst annual convention of the National 
Retail Merchants Association, it was an- 
nounced by Alfred C. Thompson, executive 
vice-president, Miller & Rhoads, Richmond, 
and president, NRMA, 

“Retailers must consciously recognize that 
conditions have changed — that the economy 
has changed — that our customer’s buying 
habits have changed. They will discover, at 
the NRMA annual convention, that the chal- 
lenge of change presents golden opportunities 
for those with vision for the future!,” Mr. 
Thompson said. The NRMA convention, with 
an expected attendance of up to 5,000 retail 
executives, is scheduled for Sunday, January 7, 
through Thursday, January 11, 1962, at the 
Hotel Statler-Hilton, New York City. 

The NRMA Convention’s preliminary sub- 
ject-session outline, mailed to Assoctation 
members, reveals that Senator Barry M. Gold- 
water, Rep., Arizona, will be the keynote 
speaker at the Retailer’s 51st annual banquet, 
Thursday evening, January 11. This banquet 
is the traditional social highlight of the con- 
vention. 

The subject session outline of the 1962 
NRMA convention shows a wide range of in- 
depth sessions covering every aspect of retail 
operations including display. Spaced through- 
out are reports on the progress of the industry 
and projections of coming developments by 
noted industry leaders. In all there will be 47 
discussion sessions with over 200 separate 
speakers, a record number of sessions for an 
NRMA annual convention. 

Senator Hubert H. Humphrey, Dem., Min- 
nesota, is the feature speaker of the Associa- 
tion of Buying Office’s Curtain Raiser Lunch- 
eon, Monday, January 8. 

A new convention feature will be introduced 
in January. Sixteen formal “shirt-sleeve”’ 
sessions, each covering an area of vital im- 
portance to retailers, will take place concur- 
rently Thursday afternoon, January 11. Some 
of the areas to be covered in these intimate 
sessions are conflict of interests, the new Fair 
Labor Standards Act, retail electronics, new 
services that stores might go in for, financial 
management, central cashiering versus check- 
out and customer services versus self-service. 

Advance registration for the 5lst Annual 
NRMA Convention is now open . The early- 
bird registration fee for NRMA members and 
Associate Members is $20 per individual with 
$150 per store maximum. The non-member 
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registration fee is $0 per individual with no 
maximum per store. Registration fees for all 
delegates who register after January 5, 1962 
and during the annual convention is $22.50 per 
individual NRMA member and Associate 
Member; $170 per store maximum. Non- 
member registration fee, per person, will be 
$45 each. 


Weber Plastics Builds 
New Minneapolis Plant 
To meet the increasing demand for custom- 


molded, expandable polystyrene packaging, 
container and display units, Weber Plastics, 
Inc., Stevens Point, Wisc., has announced the 
November opening of its new plant on Way- 
zata boulevard, Minneapolis. 

The new facility, immediately adjacent to 


the Cosom Corporation, Weber’s technical and 
sales representative for Minnesota, lowa, 
Nebraska, North and South Dakota, will 
include over 10,000 square feet of manufac- 
turing space. 

Plant equipment, completely designed and 
built by Weber technical personnel, will be 


Herzberg-Robbins 
Adds 2000 Square Feet 

Bernard Robbins of Herzberg-Robbins, Inc.. 
New York City display firm, proudly an- 
nounces the acquisition of another 2,000 square 
feet of space in their present building at 110 
W. 30th St. The additional space and facilities 
will prove beneficial to our customers, he re- 
ports. 
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Editors Comment 


(Continued from page 30) 
literally screaming with color in such close 
proximity. Future issues will tell you about 
some of the really outstanding displays seen at 
the show. 


At the Department, Appliance and Hardware 
Store Clinic conducted by POPAI, Howard M. Cowee, 
now with M. C. Schrank Co. and formerly with New 
York University School of Retailing, projected 
and commented upon some examples of display 
effectiveness selected from "The Traffic- 
Readership and Sales Study of Display" which he 
directed for the National Association of Display 
Industries back in 1950. Although the display 
photos were obviously dated, the presentation was 
quite effective. 


Also on the program was Mr. Henry Mont, who 
told how his firm, Otto Bernz Co., Inc., had 
incorporated display concepts into the package 
for its product, thus eliminating the necessity 
for supplementary display materials. No need to 
mention how controversial this was! 


William D. Boub, now of University of 
Colorado, brought out some of the highlights of 
the recent survey conducted for POPAI and which 
is being published in entirety in this and 
forthcoming issues (See page 76). 


Insco Williams, display director of 
Frigidaire Div., General Motors Corporation, 
was moderator. 


It ssems to me that as long as the national 
advertiser insists on placing more value upon low 
cost per display unit than on display effective- 
ness at the point-of-sale, he will be generally 
fighting a losing battle to get displays used in 
department, specialty and other more demanding 
stores. Could it be that point-of-purchase 
display manufacturers find cheaper displays easier 
to sell and don't attempt to educate their 
customers on how better displays are justified 
for these locations? 


And on that note, let's adjourn to Spring 
Market Week. Drop by and visit with us at our 
usual location. 


Cordially yours, 


EME ee 
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“All Eyes on Dad,” 
1962 Poster Caption 


The continuing prominence of Father’s Day 
excitement and participation throughout Amer- 
ica and abroad each year is the meaning of the 
1962 poster slogan, “All Eyes On Dad.” The 
original oil painting of the poster design is 
the work of famous artist, John Collins. 

This offical poster will be available for use 
in stores and window displays May 24 to 


JUNE 
17 


é 
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ALL EYES ON DAD 
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June 17 next year, (Father’s Day is June 1/7, 
1962) in sizes ranging from the 2-inch sticker 
up to the 34- by 44-inch giant poster. 

Father’s Day now includes “Granpa’s, Too.” 
The warm, human-interest character of the 
illustration makes it suitable as a _ central 
attractor for any kind of Dad and Grandpa 
merchandise display in windows or newspaper 
ads. 

The public-service theme of Father’s Day 
1962, prominently shown in the poster, is 
“Juvenile Integrity Starts In The Home.” 

For further information, please address: 
Alvin Austin, director, Father’s Day Council, 
50 East 42nd St., New York City 17. 


New Krylon Aerosol Spray 
Eliminates Surface Gloss 

A new matte finish aerosol spray developed 
by Krylon, Inc., Norristown, Pa., permanently 
eliminates glossy sheen and light glare from 
photographs and other smooth, reflecting sur- 
faces. The quick-drying spray forms an in- 
visible film which is equally effective on black- 
and-white or color surfaces. 

Especially useful for obtaining a non-gloss 
finish on photographs, reprints and murals, 
Krylon Matte Finish may also be used as a 
permanent dulling spray to subdue undesirable 
highlights in photography and television work, 
and to provide a flat, even surface tone in 
displays and art backgrounds. 


NRMA Publications 
Listed in Booklet 


More than 100 manuals and periodicals are 
listed in the latest list of publications available 
free from the National Retail Merchants 
Association, 100 W. 3lst St., New York City 
1. You will find many of them applicable to 
display and store planning. 
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new 
SLIMLINE 


synchronous 
DISPLAY MOTOR 


now — another Lake City 
development that lets you put 
motion wherever you want it! 


Talk about flexibility in a display 
motor — you can fit this one in 
the “‘surprisingest” spaces! It’s 
thinner than your thumb. 


And dependable? You can count 
on it to turn out 400 revolutions 
per minute. Every minute, day 
after day, for a good, long time. 


Even if you require speeds 
slower than 400 rpm, Lake City 
can solve your animation prob- 
lems with minimum lead time. 
Example: the motors at the right. 
All come from the same basic 
design. But they let you hang a 
shaft just about anywhere. 


Except in thin air. 


And these motors offer superior 
features. Positive lubrication, 
heavy-duty gear train, variable- 
pole rotors, powerful permanent 
magnets, for unmatched depend- 
ability and performance. For com- 
plete information write Dept. “W”. 


LAKE CITY, INC. 


A SUBSIDIARY OF CONTROLS COMPANY 


CRYSTAL LAKE, ILLINOIS 





More motor ideas from 
Lake City — for more 
design freedom than you 
ever had before... 


& OF AMERICA 
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WHAT'S NEW FOR SPRING? 


Swarms of Bees, Butterflies and Birds 
Miriads of Authentic Plastic Flowers and Foliage 
Buckets of Striking Plants, Trees and Shrubs 
Multitudes of New and Exclusive Decoratives 


For Jobbers, Flower Manufacturers and Decorators 
SEE THEM AT THE NADI SPRING CARNIVAL 
Dec. 10-14, Rooms 433-444, N. Y. Trade Show Bldg. 


J.P. DENTON CO. /mporters and Manufacturers 


104 LINCOLN ST. 


BOSTON 11, MASS. 


Liberty 2-1405 





71 








DRAPING AND PINNING 
OF FABRICS NO LOST ART 


(Continued from page 51) 


as not, when the time for actual execution 
comes 


Knowing by means of a preliminary layout 
approximately what a draped set will look 
like, I start out by preparing a wooden frame- 
work on which the various bolts of cloth will 
be accommodated. Usually this skeleton will 
form some part of a circle, this being the most 
graceful form available. The arrangement of 
a cloth display begins with the higher tip of 
the skeleton, works its way down one and up 
the other side. 


The first step is to take a_ solid-colored 
cloth, again about three meters long (the 
length that will later sell as the required 
length for a dress), hold a corner in the left 
hand and with the right hand order the 
naturally formed folds in such a way as to 
allow the bottom edge to drop off in what 
appears like a waterfall. The diagonal other 
end of this cloth is fastened to the wooden 
skeleton and a second bolt of material 1s intro- 
duced halfway down the length of the first and 
so on to the third and fourth. Materials with 
multi-colored designs are always introduced in 
such a way as to allow room for large folds, 
so that the designs and patterns may be seen 
in detail. Also, excessive severity in the form 
of these cloth-archs can be prevented by 
pinning tufts of cloth with delicate patterns 
here and there along the outline of the cres- 
cent 


What the pinned dress on a mannequin 


boasts in practical value, the freely floating 
arch of material adds to the arresting appear- 
ance of the window in graceful, smooth out- 
lines. The ideal in customer reaction was 
surely one lady who one day was stopped by 
the appealingly suspended crescents of cloth in 
one of our windows, and then demanded to buy 
the “dress in the window,” rejecting our pro- 
tests that the dress was nothing but uncut 
material, held together by pins. 


THE FOUR PHOTOS here 
show three basic techniques 
of displaying fabrics: At 
top, simulated garments are 
created by pinning the fab- 
rics on mannequins; at cen- 
ter and immediate right, 
fabrics are draped in grace- 
ful folds according to a pre- 
arranged design; at bottom 
right is an arrangement of 
fabrics in puffs atop folded 
bolts of cloth. 

















SOLVING THE LIGHTING 
MYSTERY — PART TWO 


(Continued from page 37) 
size of the fuse which may be marked “15A”, 
“20A”, “30A”, etc. From this point, it is a 
matter of translating the amperage into 
wattage. You multiply the amps by the 
“line voltage” which the illuminating com- 
pany maintains in your area (usually 120 
volts). This gives you the available watts. 
For example, if you’ve got a 15 amp fuse 
(usually the minimum amperage provided 
for any circuit), you multiply that times 120 
volts and find that you can use 1,800 watts 
on that circuit. If you’ve got two circuits on 
the window, that means you can use 3,600 
watts of electricity. The only thing left is 
to divide the wattage of the lamps you want 
to use by the total available watts and this 
will reveal how many of these lamps you can 
safely use. In the foregoing example, if we 
want to use all 200 watt lamps, we can use 
18 of them in the two-circuit window. Let 
me caution you, incidentally, against the 
sometimes mistaken belief that you can in- 
crease the capacity of a circuit simply by 
putting in a larger amperage fuse. This can 
be extremely dangerous. The wires which 
“feed” each circuit are designed to carry a 
predetermined maximum load of electricity. 
If these wires are overloaded with electricity, 
they get hot — sometimes so hot they burn 
the insulation and start disasterous fires. 
The fuse is a safety device, designed to in- 
stantly break the circuit should the line 
wires become overheated. Therefore, if a 
30A. fuse is used on a 15A. capacity line, 
the fuse will not break the circuit until the 
heat is dangerously past the 15A. capacity 
of the wire. 
(Continued next month) 


New Molded Decoratives 
For Any Budget 

Anaglypta is the euphonious name attached 
to a new series of rag maché decorations 
molded in relief of varying depths by W.H.S. 
Lloyd Co., Inc., with offices and warehouse 
at 46-09 Eleventh St., Long Island City, N. Y. 
Showrooms are at 16 East 52nd St., New 
York City; Chicago Merchandise Mart, 
Boston and Cleveland. In the West the decora- 
tives can be seen at E. C. Bondy Co., Inc., in 
Robertson Center, Los Angeles and at Santa 
Barbara and Phoenix. 

Shapes such as columns, ceiling plaques, 
moldings and other ornamental motifs can be 
colored or gilded to look like expensive plaster 
or hand-carved woodwork. 

It is very durable, the firm reports, and will 
not crack or chip. The reason given is that 
Anaglypta is not pressed into shape but 
molded by a more cohesive process. 

Write to the closest address mentioned above 
or check your phone book for the showrooms 
located in the other cities mentioned and ask 
for a copy of the latest catalog of designs and 
astonishingly low prices. 


Prager Acquires 
Additional Facilities 


Leo Prager, Inc., New York City, creators 
and manufacturers of modern display fix- 
tures, announces the addition of new produc- 
tion facilities through the acquisition of 
another manufacturing plant. Main show- 
rooms are at 155 W. 23rd St. 
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*‘BURLON BURLAP in plains and prints 


Made by only one mill in all India from the finest quality jute yarns. 


SUPER QUALITY 
*BURLON 


Ideal drapery or sportswear fabric. 
24 solid, vividly dyed colors, 40" wide. for draperies and cafes. 
Prints, 48" wide, five colors. Nineteen solid colors. 


Also, Genuine Knotted Fishnet — Xmas Tinsel Fabrics 
Monks Cloth — Organdy — Broadcloth — Duvetyne 


VAN ARDEN FABRICS, INC. 
9 North Moore Street @ New York 13, N. Y. @ CAnal 6-4700 
*BURLON is the trade-mark of Van Arden Fabrics, Inc., for its superior quality 100 percent jute burlap. 


“BEST YET” QUALITY 
BURLAP 


A profitable volume item. Unbeatable 



































THREE DISPLAYS are shown at left by Sven Sjoden, 
display director for Meeths of Gothenburg, Sweden. 
All are excellent examples of what can be done on a 
small budget if the displayman is abundantly endowed 
with imagination and skill in use of basic construction 
materials. At top shows how a decorative archway 
entwined with fabric flowers and leaves provides an 
attractive prop for a fashion display. The arch was 
made in the store's workshop of wood and papier 
maché and painted white. Foliage and flowers are in 
colors complementing the merchandise. At center is 
a spring display utilizing a painted background be- 
hind a simulated wall upon which various accessories, 
cosmetics are displayed in unusual lidded cases. The 
scene symbolizes “La Mode Francaise”. Bottom display 
is a rather graphic arrangement tying-in vacation 
fashions with SAS, Scandinavian Airlines System. 
Notice the suspension of the hats above the action 
forms. 


isplay 


nternationale 


THE EASTER BUNNY gives a wink as he con- 
tributes three colorful eggs to a_ millinery 
omelet. Eggs are suspended above three hats 
by thin thread. Rabbit is made of overlays of 
hardboard to achieve dimension. This display 
was by Karl Heinz Lutgens for Kaufhaus 
Hauber, Nurtingen, West Germany. Incidentally, 
he is 26 years old. 
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BUSCH furniture store, Dusseldorf. 
Germany, is unusual, even for Ger- 
many. Display windows are rigged on 
all five stories with outside stairways 
and ramps to all levels allowing the 
passing public to enter the shop on 
any floor. “Better Living For Less 
Money,” read the gaily lit signs. As 
many Germans make it a pastime of 
strolling down the shopping streets in 
the evening this idea has paid off 
handsomely after the normal closing 
hours. Some enterprising stores in 
other German centers also have simi- 
lar arrangements but only to the sec- 
ond story. Wide use of modern esca- 
lators are also found in place of stair- 
ways. 
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STRAIGHT FROM THE LUMBERMILL came the slabs 
of lumber upon which colorful Easter motifs are drawn in 
this display of Simpson’s, London, England, where Miss 
Natasha Kroll is display manager. Notice that the slabs 
still have the rough bark on the edges: also that another 
slab is used as a displayer at the window front. 
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FINEST 
CUSTOM MADE" 
MANNEQUINS & FORMS 


C. BARRANGO CO. 


579 MARKET STREET 
SAN FRANCISCO 5, CALIF. 
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IN EVERY CAN 


for the 


DISPLAY MAN 


INSTANT DRYING — 
SOFT COLORS THAT PRODUCE 
A VELVETY FINISH! 


MANNEQUIN FINISH 
CRUISE 


QUALITY YOU CAN RESPECT 


Display artists everywhere 
praise the versatility and adapt- 
ability of Sargent DISPLAY 
FINISH. New colors add 


beauty to every creation. 


at display jobbers everywhere 
manufactured by 


THE SARGENT-GERKE CO. 


Indianapolis, Indiana 





Understanding 


Department Store 
Attitudes Toward 
P-O-P. Materials 


A study by William D. Boub, Bureau of Business Manage- 
ment, College of Commerce and Business Administration, 
University of Illinois, for the Point-of-Purchase Advertising 
Institute, Inc.. 11 West 42nd St., New York City 36. 





Editor’s Note: We wish to thank the Point-of-Purchase Advertising Institute 
for granting DISPLAY WORLD permission to publish the entire abridged 
edition of their copyrighted study. We feel that the information contained 
herein will be found to be most valuable to displaymen of both large and small 
stores. Certainly there is a need now for an abundant exchange of information 
and assistance between displaymen and the designers and producers of national 
advertisers’ display materials. Such studies are a progressive step in that direction. 
The study will be concluded in the next issue. 

















FOREWARD 


a the past 15 year period the Point-of-Purchase Advertising Institute has 
watched with interest the changes which have taken place in retailing — particularly as 
these changes apply to department store merchandising. 


This association, made up of the major producers of point-of-purchase signs and 
displays, believes it has a close partnership with the country’s top retailers. It is rather 
obvious that if the material the point-of-purchase producers developed for their customers, 
the national advertisers, is not acceptable to nor wanted by retail accounts, the entire 
process will have been in vain. 


For this reason, the Research Committee of the Point-of-Purchase Advertising Insti- 
tute contracted with the Bureau of Business Management, College of Business Administra- 
tion, University of Illinois, to undertake an analysis of department store attitudes as regards 
point-of-purchase display supplied by national advertisers. To accomplish this, the 
University of Illinois submitted a comprehensive questionnaire to display managers and 
other individuals in department stores to record their attitudes and policies as regards 
display material offered to them. 


In addition, it was hoped that information would be uncovered on the specific changes 
which have taken place in department store retailing and the ways in which the changes 
affected department store needs for promotional assistance. 


It must be pointed out that this questionnaire was directed at the practitioner level — 
the individual responsible for creating and installing displays, rather than at the manage- 
ment or decision-making level in those department stores included in the survey. It was 
hoped that the report would generate useful information for the national advertiser, as well 
as for the point-of-purchase producer who is trying to meet the important merchandising 
needs of department stores. In addition to Professor William D. Boub, of the University of 
Illinois, who planned and executed this study, POPAI expresses its gratitude to those co- 
operative individuals whose completed questionnaires provided a substance of this report. 
Additional copies of the survey are available through the Point-of-Purchase Advertising 
Institute. 


RICHARD H. DICKSON, JR. 
President 
Point-of-Purchase Advertising Institute. 
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Dismar Names Ginsberg 
N. Y. C. Sales Manager 

Norman Ginsberg has been appointed to the 
newly-created post of sales manager for Dis- 
mar Products, Inc.’s New York Division, 
according to Harold Senker, president of the 
integrated printing firm headquartered in 
Philadelphia. 

Mr. Ginsberg, who joined Dismar in 1956, 
will head the company’s New York City sales 


Norman Ginsberg 


force operating from 1270 Broadway. Dis- 
mar’s main plant at A and Clearfield Sts., 
handles letterpress, offset and screen process 
printing. The firm is a producer of advertising 
specialties, sales promotion and _ presentation 
materials, and, point-of-purchase displays in 
addition to its completely integrated printing 
services. 


Coating Products Expands 
Lamination Activities 

The tremendous surge of interest in the 
field of laminations, particularly combina- 
tions of their Mirro-Brite metalized plastics 
bonded to textiles, foams, pressure sensitive 
papers and other materials, has prompted 
Coating Products, Inc., of Englewood, N. J., 
to expand their research and development 
laboratories in this direction. 

In announcing this expansion move, M. 
Mainthow, president, indicated that new lab- 
oratory facilities and personnel would be 
added in addition to their present set-up 

Coating Products, Inc., have pioneered in 
the growth of metalized plastic sheetings for 
industrial purposes. Their Mirro-Brite line 
now includes “Mylar” (a DuPont polyester), 
acetate, polystyrene, butyrate and vinyl. 


Jampol Returns 
To Haggarty’s 

Henry Jampol, formerly display director for 
many years with Haggarty’s, women’s and 
children’s specialty stores, Beverly Hills, 
Calif., has returned after a year’s absence to 
the new post of fashion coordinator and dis- 
play director. He had been with an Eastern 
manufacturing firm in the interim. 


Blick Catalog Supplement 
Has Display Aids 

Everyone in the sign, display and graphic 
arts fields is acquainted with the regular cata- 
log of Dick Blick, Galesburg, Ill. It contains 
more than 12,000 products of interest. How- 
ever, the firm has just issued a supplement of 
additional items. It’s worth writing for a 
copy. 
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Ot SUBURB TOOT TEAS 


showing only at 


314 East 53rd Street New York City 
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Iways Warm at 


America’s Largest 


Manikin Refinishers 
Visit our Showrooms to see our 


New Plastic Manikins 
Refinishing 
Manicaddies 


Rentals and Rental Pur- 
chase Plans 


Latest Style Wigs 


MADISONIA MANIKINS, INC. 


152 W, 25 St.. New York 1 e 11 S$. Despiaines, Chicago 6 











AAROoOW 


AUTOMATIC 


TACKERS 


VERSATILE! DEPENDABLE! 


FOR ALL-AROUND FASTENING IN 


DISPLAY WORK 


GUN TACKER 





Use where lighter, shorter staples are needed. 


Ideal for mounting crepe paper, cloth window 
dressings and wall posters. 


; 


T-50 
GUN TACKER 


Use where heavier, longer staples are needed. 
Ideal for assembling floats, store exhibits and 
show exhibits. 


HT-50 
HAMMER TACKER 


Quickly and securely staples with each biow. 
Ideal for nailing backdrops, woodwork construc- 
tion and wherever heavy nailing duty is required. 


» 


; 
’ 
i_ 
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ONE-HAND OPERATION— 
Frees other hand to hold material being tacked. 


FASTER— 
Automatically faster than hammer and nails for 
all sorts of fastening jobs. 


MANEUVERABLE— 
Gets into close corners. Drives staple flush within 
1/16” from any right angle. 


VARIETY OF STAPLE SIZES— 


Arrow staples come in 12 sizes, ranging from 


3/16" to 9/16” leg lengths, for every purpose. 


Sold through jobbers 
Write for catalog 


S& Mraow fasrener [0.,/nc 
 . 


= | 
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OBJECTIVES OF THE STUDY 


This study was based on the hypothesis that “Department store display managers 
have objective measures by which they evaluate the general acceptability of national 
advertisers’ point-of-purchase materials.” From this the objectives were: 

. To determine criteria of acceptability. 

. To develop understanding of display directors’ problems. 

. To determine how store variables affect acceptability. 

. To determine goals, policies, trends, and current practices and thinking of display 

directors. 
SUMMARY 

In spite of the traditional opposition by department stores to using national advertiser 
supplied point-of-purchase display materials, department stores need help in creating 
displays tor their multitude of departments and merchandising classifications. Many 
department stores cannot afford the time, the talent, or the financial resources to create their 
own. Yet, in most cases, the national advertiser has failed to satisfy the individual needs 
and wants of department stores. A great many displays have been designed with a pre- 
conceived idea of what they should be rather than on the basis of the actual existing 
requirements. Research is the chief means by which the national advertiser can understand 
and fulfill those requirements. 

The returns of this survey appear to show a representative cross-section of the different 
size department stores. Large department stores will not use point-of-purchase materials 
unless they perform a specific task without disrupting their store’s display uniformity. 
Stores in the medium-to-high and low-to-high price line speciality classifications rank 
special-purpose displays above self-selection displays, whereas all other price line specialty 
classifications rank self-selection displays first. The space problem is more crucial in the 
smaller stores than it is in the larger stores. Larger stores are more concerned with the 
store’s decor than are the smaller stores. In all stores there are many departments or 
merchandise classifications competing for the valuable interior display space. 

Many of the respondents commented that none of the national advertisers consistently 
supplied good point-of-purchase displays. Traditional thinking has most likely affected the 
respondents’ preferences for the usage of the national advertisers’ P-O-P materials in cer- 
tain departments or merchandise classifications. Department stores need to experiment to 
exploit the eonortunity to use such materials in new departments and merchandise classi- 
fication ‘y items not usually thought of as impulse items are now being purchased by 
the cons. with little forethought. Because the conditions in each and every store are 
somewhat different from a display standpoint, individual department stores should develop 
testing methods to determine a given display’s effectiveness in building sales volume. This 
would give them a more objective means of either accepting or rejecting certain types of 
displays. Through experimentation and the application of better research techniques depart- 
ment stores, with national advertisers’ help, can develop more scientific approaches to 
measuring display effectiveness. The national advertiser has a real challenge before him 
to get better acceptance and usage of his display materials by department store display 
directors. 

The national advertiser has not succeeded in supplying satisfactory P-O-P display 
materials to department stores. Part of the difficulty is that the national advertiser has 
made no extensive attempt to discover the needs and desires of department stores for such 
materials. Probably the most important contribution that this study has made has been to 
point out what department store display directors want and some of the specific courses of 
action that the national advertiser can follow in upgrading his dealer display program. 
The display director in a department store, or in another type of retail outlet, can profit by 
the factors which the respondents felt were important in the over-all P-O-P display 
program. The display manufacturers can utilize the survey data in working with their 
national advertiser-clients. Also, advertising agencies that are directly concerned with the 
design of P-O-P materials might find this information useful. 

Researchers in the area of P-O-P display have only begun to unveil the many hidden 
but essential factors that go to make up a scientific knowledge and understanding of this 
advertising medium. A broad study such as this has been should be followed up with more 
specific and probing research. 

Since the department stores’ dislike for the national advertisers’ P-O-P material is a 
direct result of the lack of concern and feeling for the department store’s display needs on 
the part of the national advertiser, he must incorporate the “you” attitude, making his 
displays look as though they were designed for the individual store rather than mass 
produced for every store. He must emphasize the design and production of quality P-O-P 
materials that have a high degree of utility and that are resusable, avoid bombarding stores 
with a worthless array of tasteless displays. There are many different items that could be 
displayed, so many that department store display directors are compelled to give premium 
space only to the very best displays. 

There are indications that give promise of a more extensive use of the national 
advertiser's P-O-P materials such as the adoption by department stores of self-selection 
and self-service selling to cut selling costs, to take care of peak selling periods with less 
help, and to respond to the customer’s strong desire to make a free and uninterrupted 


selection of merchandise, as well as the rise in impulse buying. Display, as an important 
(Continued on page 80) 
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New Embossed Hardboard 
Called Checkerboard 

Hardboard Fabricators Corp., 49 Empire, 
Newark, N. J., leading manufacturers of dec- 
orative hardboard, announces Checkerboard, a 
new pattern. This new design may be used in 


its natural state or can be finished with paint 
or lacquer. 

Like all the company’s decorative boards, 
Checkerboard has a multitude of uses in dis- 
play. Available in 4- by 8-foot panels, 
Checkerboard is tempered and offered in %- 
and %-inch thickness. Samples will be sent 
on request. : 


Glass Tinting Folder 
Tells of Uses, Specifications 

A new folder describing the uses and speci- 
fications of Sun-X, glass tinting material man- 
ufactured by DuPont, has been produced by 


Sun-X International, Inc., distributor for the | 


product. 

The four-page folder describes, through the 
use of pictures, how Sun-X is applied to exist- 
ing glass areas; reveals the extent to which it 
reduces the transmission of heat, fade and glare 
into store windows and others; and lists the 
dealers in the United States. 

Sun-X International, Inc., with headquart- 
ers in Houston, Texas, also distributes Sun-X 
in more than 70 foreign countries as well as 
to the 140 dealers in the United States. 


Copies of the new Sun-X publication can be | 


secured by writing the firm at P. O. Box 
6565, Houston 5. 


New Adhesive 
Flame-Resistant 

Allen Plastics Corporation, 1015 E. 173rd 
St., New York City 60, announces the devel- 
opment of a new flame-resistant flocking ad- 
hesive which will not support combustion 
even when placed in contact with direct 
flame. All-Flock is excellent for flocking 
Christmas trees and for applying glitter or 
sequins to a variety of materials. It is non- 
inflammable in its liquid state and can be 
sprayed, brushed or applied by roller. It can 
also be diluted with water for greater economy, 
if desired. All-Flock is available in 55-gallon 


on 
~ 


drums and in l- and 5-gallon containers. 
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They Flicker...They Glow 


THE FASCINATING 


FLICKER 
BULBS 


NOW IN TWO SIZES 


REGULAR EDISON BASE 
and the 
NEW CANDELABRA BASE 


Get on the BAND WAGON 


with these exciting bulbs 


GREAT DISPLAY FEATURES 


@ Real Candlelight effects 
@ Burns for a fraction of a penny a day 


: | : @ Flickers and glows realistically 
No. 3060 fe @ A Real Show Stopper! 


ean Sane THEY SELL ON SIGHT! 


‘2, {= ANGELO BROS. CO. 


Candelabra Base 2333 No. Mascher St. Philadelphia 23, Pa. 























es Routt | | W H AT ' S 
| NEW? 


CREATION? 


SPRING CATALOG 


* 
featuring: Sparkling new and totally different corru- 


gated prints, designed especially to supply the needs of displaymen every- 
where who want attractive, economical background materials. 


See our new corrugated borders and beautiful seasonal cutouts for every 
need. 


Send for your copy and choose your display materials from the Reytrim 
Spring Catalog for 1962. 


THE REYTRIM MANUFACTURING CO. INC. 
ROYERSFORD, PENNA. 

















Display 
World 


The International Display Authority 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we'll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


Air Brushes 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Black Light 
Bulletin—Directory Boards 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Composition Pieces 
Crepe Papers 
Cut-out Letters 
Cutting Machines 
Decalcomania 
Decorative Papers 
Display Fixtures 
Display Forms 
Display Letters 
Display Racks 
Enlarging Projectors 
Fabrics and Trimmings 
Flags and Banners 
Float Decorations 
Flooring 
Foils 
Glass Sun-fade Tint 
Glass Specialties 
Grass Mats 
Hosiery & Shoe Forms 
Mannequins 
Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Motors 
Mouldings 
Natural Foliage 
Paper Sculpture Displays 

_| Papier Mache Specialties 

() Photographic Blowups 

{}) Plastics 

LC} Plywood 

{} Poles—Extension 

{} Price Cards—tTickets 

[} Price Ticket Holders 

{} Ribbons 

[}) Sale Banners 

(}) Screens, Display 

[} Show Card Colors 

{} Show Cards 

[} Show Cases 

() Socks—Window 

(_] Signs—Brass—Bronze 

C} Signs—Electric 

[} Sign Printing Machines 

{} Sleeve Forms 

{|} Spray Paints & Finishes 

[} Store Designing 

{} Store Equipment 

{_) Store Fronts 

{) Tackers 

{) Time Switches 

(_) Turntables 

{}) Wall Board 

{) Wigs 

(}] Window Lighting 
([) Do you wish a copy of their catalogue? 
{} Do you plan to remodel your store soon? 
[} Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 
CINCINNATI 1, OHIO 
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part of department store advertising, is concerned with identifying and reminding the 
consumer of his needs and wants in terms of total satisfaction to be derived from the 
merchandise displayed. 
RESULTS OF THE STUDY 

The following are the tabulated results of the study showing factors in preference, 
display limitations, merchandising classifications and display types, permanence, and goals 
or objectives. The attitudes toward these factors are in most cases clearly visible from the 
questions, tables, and analyses shown. In the few cases where they are not, additional 
comments are included. 
ANALYSIS OF PREFERENCE 

Many respondents gave more than one answer which was included wherever it was 
considered of value. 

Questicn: What is the most often used placement area for point-of-purchase displays 
in your store: 


TABLE 1. 


Number of Percent of 

Placement Area Respondents Respondents 

Shelves Rae = 2 6.7 

Floors ti ghia os ae 23 11.0 

Counters . | ee 74.8 

Interior show cases | iS Een 32 15.2 

Hanging surfaces (walls, ceilings, pillars) 17 8.1 

Special fixtures (platforms, stands, etc.).... 15 7.1 

Islands ape et 29 13.8 

Shadow boxes eS ) 24 11.4 

Windows, ledges and racks see 9 4.3 

151.4 

In analysis, consideration should be given to the following fundamental guides: 

1. Point-of-purchase displays are used primarily in main traffic areas. Some stores 
are, however, making effective use of displays to increase traffic in all store selling 
areas. 

. Interior display changes are usually made to suit the particular promotion, selling 
trends, or the appearance of the store. 

. Placement area depends upon the type of display. The store’s architectural layout 
imposes many display limitations. 

. The trend toward self-selection and/or self-service has increased the need for better 
merchandise exposure through effective point-of-purchase display, but critical space 
limitations in expanding department stores have limited the exploitation of point-of- 
purchase displays in many stores. 

Analysis: Department stores have more counter display space than any other type of 
space. One hundred and fifty-seven (74.8 per cent) gave counters as the most often used 
P-O-P placement area. All other display areas are at a premium. This is substantially 
the same in all types of department stores. Counters lead. 

Question: Number in order of importance the general types of point-of-purchase dis- 
plays that you consider of greater value to your over-all display program. 


TABLE 2. 


Number of Percent of 
Point-of-purchase Display Types Respondents Respondents 
Assortment displays . pe eree 7 9.5 
Departmentalizing displays MRA It SUE 14.9 
Special purpose displays 17.8 
Demonstration displays che : 11.3 
Related item displays hei 12.1 
Exhibition displays 6.3 
Self-selection merchandising oe 20.5 
Section displays .. | Seas 3 28 
Traveling displays Re 4.1 
Shipping carton displays molar 7 


100.0 

Analysis: Self-selection and self-service units are becoming more important to depart- 
ment stores. “Practically every department store does at least 50 per cent of its week’s 
volume in 12 to 15 hours. Some department stores do as high as 70 per cent of the week’s 
volume in that time span.” (Grey Matter, January and February, 1953, page 1.) The use 
of self-selection displays acts to relieve the shopper of the confusion of waiting to be helped 
by a salesclerk. It reduces the purchaser’s buying time and the retailer’s selling cost even 
though the act of self-service itself may not always be present. Special purpose displays’ 
high ranking is indicative of the need for the national advertiser to make a greater effort 
to tailor his point-of-purchase displays to the individual needs and requirements of his 
department store outlets. 


(Continued on page 82) 
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Vocaline Appoints Penfield 
New Marketing Manager 


The appointment of Donald W. Penfield as 
marketing manager was announced by the 
Vocaline Company of America, Inc., Old Say- 
brook, Conn. Mr. Penfield will report to 
Carroll T. Cooney, company president. He 
will be responsible for the development and 


Donald W. Penfield 


coordination of sales, merchandising and ad- 
vertising operations for Vocaline’s consumer 
electronics and Bristol motor divisions. 

Previous to his new appointment, Mr. Pen- 
field was merchandising manager with the 
Wilcox-Crittenden Division, North & Judd 
Manufacturing Co., Middletown, Conn. Other 
prior experience was with Marshall Field & 
Co., Chicago. 


Sealy Offers Display Materials 
To Sell Mattresses 

To accommodate the wide variety of display 
needs of different retail stores, Sealy has an- 
nounced the introduction of a comprehensive 
line of display materials for its Posturepedic 
mattresses. 

To encompass two twin size mattresses, 
Sealy has designed a new double-twin back- 
ground display that features the “Choice of 
Comfort” story prominent in the firm’s na- 
tional advertising. An element of self-service 
is suggested in a simple, consumer-understand- 
able description of each of the mattresses — 
the Princess or the Standard. Attached to 
one corner of the display is a new brochure 
that relates case histories of people who have 
been relieved of backache problems. 

A complete Posturepedic Sleep Center dis- 
play can be developed with the aid of special 
Posturepedic fabric draping and signs. A 
lighted sign is also available. This “Posture- 
pedic Sleep Center” lighted sign draws atten- 
tion to the bedding display where there is in- 
sufficient floor space for a complete department 
display. 

There are a variety of magazine display 
cards, a window banner kit, a Good House- 
keeping fact tag, and a medical case history 
brochure included in this well-rounded display 
program. 

One of the most flexible elements of the 
program is a revolving display that ties-in 
national advertising illustrations and revolves 
on air current in the store. This, as well as 
other items of the display package, can be 
combined to create individual window and 
island displays. 

A wallpaper pattern exactly duplicating the 
Posturepedic fabric and in the same colora- 
tion has been introduced by United Wallpaper 
and is available for store displays also. 
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late news flash 


TED COLOMBO and MAX MAYER 
announce 


A combined sales organization 


GRENEKER-ZARIA SALES CORPORATION 
showing at 


991 SIXTH AVENUE, NEW YORK CITY 











A NEW NAME 


pentone 


A NEW LOOK 


AT THE TRADE SHOW ROOM 414 





THE PENTONE COMPANY 160 FIFTH AVENYIONY 
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or dramatic stationary colors || (Continued from page 80) 


For Imaginative Lighting Effects Question: Which one of the following display components (see table below) makes the 
greatest contribution to the success of point-of-purchase display materials supplied by the 
4a 4 i ‘\ national advertiser? This question was asked to determine if department store display 
e : } U ! /\ directors have certain display components in mind when considering whether or not to use 
= = = Fi a given display. 


DISPLAY LIGHT 4 TABLE 3. 


SIX STANDARD INTERCHANGEABLE HEAT 7 Numberof Percent of 
RESISTANT GLASS LENSES : Display Components Respondents Respondents 


SWITCH CONTROL FOR ON-OFF. STATIONARY Motion i Esco ae 7 48 22.9 
OR ROTATING COLOR Color 12.9 


SYNCHRONOUS MOTOR AND GEARING PRO- | 
TECTED BY ADJUSTABLE CLUTC# Animation 11.9 
Sales Message 19.0 


ALL ANGLE SWIVEL POSIT! e Pe 
TICAL. 360 Rahs Mares ORIG, IP tegen Signing (brand identification and headline message).. 


TWO, THREE OR MORE GOL-O-LUM DISPLAY | F pce Ciners 
LIGHTS CAN BE SYNCHRONIZED Lighting 

4 Novelty 
Convenient size 
Convenient shape 
Sound 
Illustrations 


«USE FOR Art Work 
Simplicity 


Display Windows : 
Poet Centers Good taste 
Church Decorations 

Convention Exhibits 262 124.9 
Merchandise Display Analysis: If one were to single out the three most important display components 
‘Christmas Tree Lighting necessary to the success of a point-of-purchase display, one would have to conclude that 
one el motion (22.9 per cent), sales message (19.0 per cent), and simplicity (15.7 per cent) were the 
most important ones. This was the order for the small and medim-sized stores. The larger 

stores, however, rated simplicity as the number one display component. 
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Write for 
Literature 


STETSON MANUFACTURING C “Y , , : ~ 
1223 SO. CIRCLE AVE FOREST cpg nn DISPLAY LIMITING FACTORS 


Question: What have you found to be the factor that most limits the use of the national 


CAP advertiser's point-of-purchase display materials? 
ati TABLE 4. 


TH E TR UJ a | ” Number of Percent of 


P-O-P Display Limiting Factors Respondents Respondents 


EXCITEMENT , a Displays not individualized......... ne Rs 32 


ssh 3 Displays clash with store decor mat ate a 50 
OF —— Lack of space.... ees bh vi 68 
ae Z Poor Art Work pee er re 9 


a | No sales appeal | SSE Mehr e 15 
a 4 ie Inconvenient size and shape................ Fy 59 


Lack of simplicity eeu 28 


YORK > Lack of coordination with merchandise receiv ed | 2 


263 
WITH 











, Typical free response comments: 

MANHATTAN ' ee 1. “Give us more good point-of-purchase display material and less national advertiser 
MANIKINS ’ 4 3 supplied cards, etc., that are useless and that are designed by people who do not 

—. : know the secret of good display.” 

2. “Our buyers do not want stereotyped displays. They are not used, and consequently 


These luxurious high . “2 
are a complete waste of money. 


quality figures are e. 
fashioned of Fibre- . 2 Analysis: Lack of space is the main limiting factor, especially in the smaller stores. 
glas plastic topped 4 i This is closely linked with inconvenient size and shape. A number of respondents remarked 
with the- finest Pug- a that many of the displays are too high for counter tops and that these displays block the 

ee. general view of the store. Others felt that P-O-P displays take up too much valuable 
selling space. The fact that displays clash with the decor is the number one limiting factor 
in the medium-to-high and low-to-high price line specialty stores, for the following reasons: 


din wigs. Photos and 
details on request. 


. Lack of homogenous character results in confusion if too many displays are used. 
. Point-of-purchase displays look cheap and garish. 

. The finish of a display oftentimes does not match the store fixtures. 

. Point-of-purchase displays look “drug-storish.” 

Displays have too much copy. 

. Displays are not mounted or easeled. 

. Displays are too often poorly constructed of paper and cardboard. 

“Canned displays” destroy the character of the store. 


No. 1-262 
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MANHATTAN MOTION MANIKINS 
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New Slide Projector 
Gives Movie Effect 

A new look in slide projectors is introduced 
by Bell & Howell’s Tandem-Matic Profes- 
sional, which is actually two separate seven- 
element optical systems housed side by side in 
a single unit. Through the use of synchron- 
ized irises, the projector “fades out” one slide 
while “fading in” another, making possible a 


wealth of special effects and adding new in- 
terest to slide presentation as a communica- 
tions medium. 

Extremely dramatic effects can be achieved 
by changing only certain elements of a scene 
in consecutive pictures — e. g., a front-yard 
showing the change of seasons, a flower open- 
ing and closing, lines spurting across a graph 
or chart, a painting taking form color-by-color 
on a black canvas. 


Catalog Describes 
Bulletin, Chalk Boards 


The Claridge Products & Equipment, Inc., 
Harrison, Arkansas, long a leading supplier of 
large chalk board and cork bulletin board in- 
stallations in the school field, now issues its 
new special Catalog A-61 which announces, 


describes and illustrates its full line of smaller | 


and portable units for possible store or ex- 
hibit applications. 


This helpful 16-page full color catalog also | 


features many related Claridge products like 
trophy cases, swing leaf boards, art easels, 
perforated boards, flannel boards and directory 
boards with letters. 

For a copy of Catalog A161, write Claridge 
Products & Equipment, Inc., Box 200-A, 
Harrison, Ark. 


Cellulite New Entry 
Among Foam Plastics 

Gering Plastics, division of Studebaker- 
Packard Corporation, N. 7th St. and Monroe 
Ave., Kenilworth, N. J., is now national 
sales agent for Cellulite expanded polystyrene. 
Cellulite board is produced in standard and 
self-extinguishing types for display use. Sim- 
ply, this material is made by the expansion of 
small white beads to form a cohesive cellular 
mass when heat is applied. Its physical char- 
acteristics are similar to other foam plastics 
now on the market. Whether it will work 
as easily as the others awaits to be seen. 
Why not write for a sample and see for your- 
self. The name of your local supplier will also 
be provided. 


Cox Heads Display 
At Bee Hive, L. I. 

Judson Cox has been named display manager 
of the Bee Hive, Patchogue, L. I., N. Y., suc- 
ceeding George Innes, deceased. 
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the precision, high speed 
portable cutting machine 


CUTS ANY SHAPE OR ANY DESIGN IN ANY SHEET 
MATERIAL QUICKLY, ACCURATELY, INEXPENSIVELY! 


Carry it to the job, start cutting anywhere — even in the center. The Cutawl 
makes its own starting hole, cuts effortlessly in any direction. Unique 
swivel cutting head follows intricate designs precisely. Machine always 
faces the operator regardless of the direction of cutting, enabling uniform 
and accurate control 


The Cutawl requires no special skill or training, cuts everything from 
thin paper to sheet metal. Many different chisels and saws and adjustable 
stroke and speeds permit infinite variety. No wonder the Cutaw! has been 
the indispensable tool for over 30 years for cut-out lettering, frames, sil- 
houettes and a host of other shapes. 


Free demonstration will be arranged upon request For illustrated infor- 
mation and name of your nearest Cutaw! dealer, write today for 
Catalog C-29D. 


THE CUTAWL CORPORATION - BETHEL, CONNECTICUT 





It costs 


no more 
to buy 
crescent V-N 


the V-Neer Board famous for its ‘real 

wood” beauty and superior quality. 

Its expensive look comes from an exact photo 
reproduction of select walnut. Available in 

five colors. Suitable for pen, brush, silk screen, 
all types of printing. Why settle for 

anything less! 


CRESCENT CARDBOARD COMPANY 


Formerly Chicago Cardboard Company « 1240 N. Homan - Chicago 51, Illinois 
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ANBOURcinG Use 
(oh op Color 
0\ 
Eye- 
COLORS | Catching 


Bull:ton Displays 
SEAMLESS 








Attention DISPLAY MEN 


BRING OUT THE BEST 


IN YOUR WORK 
USE "The Quality Line” 
For Your Backgrounds 


Insist On Bulktou 
107 In. Wide SEAMLESS Paper 


Avallable in 5 — 


Write for 
Free Coler Cerd 


© WESPECT your DELIVERIES — « Dea't Accept « Substitute 


Don't Be Switched NSIST ON A PROVEN PRODUCT 


SUPPLIED BY A RELIABLE SOURCE 


JOBBER INQUIRIES INVITED 


BULKLEY DUNTON & CO., INC. 


CORRY 2-8257 CORRY, PA 








Turn Tables and 


Revolving Display Stands 


e Sturdy 15" Base (6" high) e 14" Ply- 
wood Turntable e@ U.L. approved e 
e Guaranteed 1 year @ Fully enclosed 
steel body e¢ Rotating power outlet 
(optional) e 110V, A.C. motor —1 rpm 
e Smartly finished 


TURNTABLE MODELS: retail 


D-41 (shown above) 
For load up to 75 ibs. Features rotating 
outlet (to give power to rotating dis- 
play), stationary outlet, on-off switch. 
. 10%) 


$ 
load up to 75 ibs. On-off switch. 
9*) 


S$ 
load up to 25 Ibs. On-off switch 
7#) 


Write for our quantity discounts and jobber 
price structure. 
(Special models available—prices quoted on 


request) 
MELL MFG., Inc. 


1827-53 W. WEBSTER AVE. CHICAGO 14 
EVergiade 4-1800 
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UNDERSTANDING DEPARTMENT STORE 
ATTITUDES TOWARD P-O-P MATERIALS 


(Continued from page 82) 


MERCHANDISE CLASSIFICATION AND DISPLAY TYPE 


Question: Name national advertisers who you feel have done an outstanding job in 
designing point-of-purchase display materials for the special needs of department stores. 

The question was intended to determine which national advertisers were among the 
ones doing the best job along these lines, but each store’s display manager listed several 
national advertisers in a certain merchandise classification whose goods they carried, the 
final result being over 70 manufacturers with no meaningful distribution except by merchan- 
dise classification. Men’s furnishings manufacturers (67 respondents) led as the most men- 
tioned product group. Then followed: ladies’ foundation garments (55 r), men’s, women’s 
and children’s sportswear (41 r), ladies’ hosiery (27 r), appliances (24 r), and cosmetics 
(22 r). Examples of the more acceptable kinds were: posters, signs, placards, counter 
cards, banners, window backgrounds, plaques, and easel cards of seasonal significance and 
in good taste (59 r). The greatest waste of display materials is also found in this tempor- 
ary category. 

Self-selection units were the next choice (32 r), a second clue that maybe the national 
advertiser should put more of his display efforts into developing more acceptable self-selec- 
tion merchandising units. Other frequently mentioned display types are: counter display 
merchandising units, special fixturing of a permanent or semi-permanent nature, including 
demonstrator displays, floor stands, assortment displays, shelf and ledge units, department 
identifying displays, and movable racks. 

Many of the respondents commented that no advertiser consistently furnished good 
point-of-purchase display materials. The type of merchandise, physical set-up, volume or 
quantity does not seem to be taken into consideration. In general the respondents felt that 
few national advertisers have supplied real quality, prestige-building displays. Each battles 
for louder and flashier displays to overpower the others. This is, of course, natural, but 
more displays are not used than are used for this reason. Sixty-eight percent of the 
respondents use 50 per cent or less of the national advertiser supplied P-O-P display 
materials. 


POINT OF PURCHASE DISPLAY PERMANENCE 


Question: What degree of permanence do you prefer in point-of-purchase display ma- 
terials supplied by the national advertiser? 


TABLE 5. 


Number of Percent of 

Display Permanence Alternatives Respondents Respondents 
Temporary display materials (primarily for 

special sales events—short use time) 85 40.5 
Semi-permanent display materials (special 

purpose, promotional display materials 

designed for an average use time)..... 78 37.1 
Permanent display materials (promotional 

display materials designed to be used 

for a longer than average use time) 43 20.6 


ae 


206 98.1 
Analysis: Here the space problem reappears in a different form. There is a lack of 
storage space and a piece cannot be stored even if it is reusable after a time. Most are dis- 
carded after one use. Forty-four per cent of the larger department stores prefer the perma- 
nent P-O-P display, since space is not as much of a problem with them. Medium price line 
specialty stores seem to prefer semi-permanent displays. 


POINT-OF-PURCHASE DISPLAY GOALS OR OBJECTIVES 


Question: What do you consider the prime objectives of the majority of your 


in-store signs to be? 
TABLE 6. 
Point-of-Purchase Display Number of Percent of 
In-store Sign Objectives Respondents Respondents 
Identify departments See 25 11.9 
Promote store-controlled brands.... ie 13 6.2 
Aid self-selection , Bea. 53 26.2 
Emphasize price : eae er 17 8.1 
Push national brands.............. Ed, 29 13.8 
Keep the store name before the public............... 13 6.2 
Establish quality... Stee eee, Se 28 13.3 
Pre-sell merchandise ......... 78 37.1 
Other 3 1.4 


123.2 


Analysis: Any sign that gets the prime selling points across with the utmost simplicity 
and clarity is good. Signs are a department store’s silent salesmen. P-O-P signing can be 
most effective in pre-selling merchandise through impulse and reminder sales if properly 


| designed and used. With self-selection (rated second) becoming prominent as a more 


(Continued on page 86) 
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DISPLAY AND THE 
RETAILING REVOLUTION 


(Continued from page 35) 

(3) How to use a cash register, but not on 
merchandise and how to sell. 

We can then see that indirectly the new 
Wages and Hours Law will place a great 
burden on merchandise presentation and par- 
ticularly on point of sales displays, signs, 
and every phase of product identification, 
including sales information and pricing. 
Thus an intense demand will be placed on 
the creative ability of the display industry, 
both within the store and on the creator 
of display materials for in-store use. 

I think we will see a greater demand than 
ever placed on the sign shops of all size and 
kinds of stores, independents and chains. 

These demands will not only be for more 
signs, but for better, cleaner signs. These 
new signs will truly function as “silent 
salesmen.” They will be as articulate and 
interesting as they can possibly be, and will 
be, to a greater extent than ever before, 
under the editing power of copy chiefs and 
and copy writers now functioning in adver- 
tising departments. 

The signs will tie-in with advertised mer- 
chandise in order to: 

(1) Sell the customer who came to buy in 
response to the advertisement (rarely over 
15 per cent of the traffic). 

(2) Sell the shopper who didn’t read the 
ad, to: 

(a) Point out advertised items 

(b) Emphasize the promoted value 

(c) Encourage her to read the ads in 

the future 

(d) Point out “unadvertised specials” 

(e) Sell tie-in items 

(f) Create impulse purchases 
Current federal pressure against co-opera- 

tive advertising abuses could play havoc 
with old retail habits, which must be further 
backstopped by in-store signs. 

Many of the important discounters today 
are using more informative signs than the 
established department store and are helping 
to accelerate this trend. For, operating with 
a payroll cost of 6 or 7 per cent against 
the present 15 to 20 per cent of the regular 
retailer, the discounter must sell via in- 
formative signs to convince the customer of 
his values along with this special low mark- 
up prices. 

It is only via the media of selling signs 
that the low mark-up retailer and discounter 
can convince, sell and close a sale without 
the high payroll costs of his established 
competition. 

The Harvard Business Review article 
late last year concluded,* “Stores also 
should plan to capitalize on customer 
service and suggestive selling, two areas 
in which the soft-goods super-markets 
are felt to be particularly weak.” 

*Gerald B. Tallmann and Bruce Blomstrom, “Soft 


Goods Join the Retail Revolution,” Harvard Busi- 
ness Review, September-October 1960. 


And now, faced with the federally imposed 
payroll cost increases, the merchants all over 
the country must re-evaluate their sales 
tools, just as the discounter did (but first). 
At the same time they must maintain their 
fine store image, remain competitive and stay 
profitable. 

Their inevitable conclusion will be for bet- 
ter displays and better signing to sell goods 
profitably. 
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MOZAMBIQUE CONTESSA TRAVATEX MIGNON 
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Background or Foreground 


VICRTEX VEF VINYL FABRICS 


match your display mood 


All Vicrtex Fabrics 
U/L Approved. *vinyl electronically fused 


Add a dash of inspiration to your display imagination with versatile 
Vicrtex vinyl fabrics. From giant panels to portable displays, accent mer- 
chandise with subdued luxury or sparkling metallic motifs. More than 
200 colors — soft pastels to brilliant tones . . . 50 textures — boldly 
modern to unusual exotics. 


Easy to use; reusable for years, because they're virtually indestructible. 
Won't chip, crack, peel or fade — resist stain, flame and mildew — wipe 
clean with a damp cloth. 


Write TODAY for swatches, prices and descriptive literature. 


L. E. CARPENTER & COMPANY 


356 FIFTH AVENUE ’ NEW YORK | ° Phone: LOngacre 4-0080 














DISPLAY MANUFACTURERS 


We have available complete facilities to 


manufacture hardboard components for your 
displays. Our facilities are equipped to die 
cut, shape, route, silk-screen and finish Masonite 


Hardboard Products. 


Fabricated Pegboard and Wood Grained 


Masonite Products also available. 


MASONITE FABRICATORS 


610 Progress St. New York City Phone: WO 4-8088 
Elizabeth, N. J. Elizabeth Phone: EL 4-725] 














It’s MADISONIA for 
€,MANICADDIES 


EASY — FAST 
NO LIFTING 


Sinugle-Unit Caddy 
Four-Unit Caddy 


NEW PLASTIC MANIKINS 
RENTALS — REFINISHING 
LATEST STYLE WIGS 


MADISONIA 
MANIKINS, Inc. 


152 W. 25 St.. New York | 
1! S. Desplaines, Chicago 6 











Greatest Values in U.S.A. 


SHOW CARD PRINTERS 


$$14-22" . $298.00 
M22-28" .$850.00 
Giant 28-44" .$950.00 


FOB New York 


JACK M. SIDER & CO. 


2037 Stanley 
Montreal, Que., Canada 

















—Rotaseller and Husky — 


TURN 
TABLES 


The finest quality 
turn table on the 
market today. 


They will give you wonderful motes dis- 
plays. 10 models. Write for literature. 


Sold by leading jobbers 


ULRICH BROTHERS, INC. 
2923 Agnes Corpus Christi, Texas 








WHEAT 


Natural .... 10 Ibs.. 
Colored ... fs -S 
RED, TALISMAN. ORANGE, GREEN, NILE 
PINK. BROWN, YELLOW, BETTERTIMES 
SHEET MOSS, Natural Green .....+-$6.50—15 Ibs. 
Burlap Bag 


CHINGOS & SONS, Inc. 


818-20 Ave. of Americas 1N.Y 
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UNDERSTANDING DEPARTMENT STORE 
ATTITUDES TOWARD P-O-P MATERIALS 


(Continued from page 84) 


efficient method of retailing, department store signing has become increasingly more 
important. Department store display directors feel that P-O-P display signing should give 
merchandise information that customers ask of salespeople, such as size, quality, and price. 
In addition, any one sign should give the salient selling features of only one type of goods. 
This information helps to consummate the sale and speeds the time for each transaction, 
thus reducing selling costs. The junior department stores feel that signs should push 
national brands, but most of the others put the emphasis on pre-selling. In “Changing 
Patterns of Retailing,” John Wingate and Arnold Corbin point out: “Since 1939, the salary 
of the average sales person in the department store has increased about 150 per cent. In 
the same period the number of transactions per sales person (not per dollar) has decreased 
more than 5 per cent. Furthermore, the selling salaries today are more than 20 per cent 
of the total operating expenses of the store.” 

Question: What are the main goals of your store interior point-of-purchase displays? 


TABLE 7 


Number of Percent of 
Point-of-Purchase Goals Respondents Respondents 
Promote special sales events..... 
Aid departmentalization ...... FS Ae Pea 7.1 
Secure more and better product display. 18.1 
Sell merchandise through impulse and 
reminder sales 738 
Keep the good will of the buying public 16.7 
Push store controlled brands..... 9.5 
Increase sales in adjoining departments 10.0 
Increase number of units purchased. . 19.5 
Create an air of excitement........ 16.7 
Aid self-selection and/or self-service 44.8 
To direct and increase the traffic flow 
through all store areas..... Se 15.2 
To introduce a new product... Bs 248 
Promote novel items aeons 9.5 
Make selling easier by keeping clerks informed 

about specific products ze 27.6 
Take advantage of the tie-in or deal promotion 15.2 
Promote the national advertiser’s brands 26.7 
Increase sales and aid pre-selling 1.4 
384.2 

Analysis: The respondents were quite cognizant of the impulse trend, with 155 

(73.8 per cent) selecting the sell-merchandise-through-impulse-and-reminder category. Two 


| other well-defined goals were special sales events (100 — 47.6 per cent) and self-selection 


and/or self-service (94 — 448 per cent). 
bearing in these cases. 

Question: List those departments or merchandise classifications that offer the greater 
opportunity for sales increases through the use of the national advertiser’s point-of-purchase 
display materials. 


Price line specialty and size of store had no 


TABLE 8. 


Number of Percent of 
Department or Merchandise Classification Respondents Respondents 
Piece goods, linens, and domestics.......... 31 14.8 
Furniture and bedding, miscellaneous 
home furnishings .... 27 
Major appliances ......... cat 10 
Floor covering «i 6 
Women’s and misses’ ready- to-wear apparel 32 
Men’s clothing and _—.: eae 52 
Linge rie 23 
~ Women’s and misses’ ready -to-wear accessories 21 
Housewares, small wares, and hardware 31 
Ladies’ hosiery 47 
Infants’ and children’s clothing 13 
Notions and stationery... 17 
Cosmetics 46 
Men’s, women’s, and children’s sportswear 27 
ae MOONE ii iis dk5 eee 3 1.4 
eS ee ee seen 24 11.4 
Costume jewelry .. (G5 2 kos won eee ee 15 7.1 
Sporting goods ... 1.9 
221.2 
Analysis: This question has verified the findings under Merchandise Classification and 
Display Type. (Page 92.) 


(Continued next month) 
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Is Davis Oldest 
Active Displayman? 

Accompanying his recent subscription re- 
newal, O. Wallace Davis, display manager of 
Lazars department store, New York City, for 
the past 18 years, asked if he is the oldest 
active displayman in the United States. He is 
now 8&3 (photo shown was taken at 80). He 
says he is now handling 20 windows of large 


O. Wallace Davis 


dimensions, personally doing his own trimming, 
signs and artwork. 

Also Mr. Davis points out that he may be 
one of DISPLAY WORLD'S oldest sub- 
scribers — 1904, at which time he was with the 


Ed Henderson Co., Worcester, Mass. For 30 | 


years he retained his copies bound in leather 
and sold them to David Hamberger, Inc., 
New York City display firm, in 1940. 


Perhaps other old-timers would like to | 


challenge his claim to seniority! 


Myers To Design 
U. S. Tripoli Exhibit 

Stowe Myers, Evanston, Ill. based industrial 
designer, has completed a site survey for the 
U. S. pavilion at the Tripoli International 
Trade Fair. The Stowe Myers firm will de- 
sign this U. S. exhibit and provide consulta- 
tion during its construction, according to an 
award he received recently from the Office of 
International Trade Fairs of the U. S. Depart- 
ment of Commerce. 

Construction of the U. S. pavilion will be 
started early in January, 1962, and com- 
pleted before the February 20 opening date 
of the Tripoli trade fair. 

As a designer for manufacturers of con- 
sumer and industrial products, the Stowe 
Myers firm was enlisted to design the U. S. 
exhibits in the international trade fairs 
Casablanca in May 1959 and at Tunis 
November 1959. 


New Darling Brochure 
Contains Plastic Mannequins 

A sales-stimulating array of women’s all- 
plastic mannequins is featured in a new full- 
color brochure available from L. A. Darling 
Company, Bronson, Mich. 

The latest word in mannequin styling, this 
new selection includes twelve fashionable 
misses mannequins, ten smart juniors and 
three delightful junior petite mannequins. 

Ideally suited for today’s youthful fashions, 
the new Mayfair Mannequin line adds em- 
phasis and charm to all types of Women’s 
apparel. 

Write to L. A. Darling Company, Bronson, 
Mich. and ask for your copy of Mayfair 
Mannequin Brochure No. 540. (Ed. Note: 
The same brochure was inserted in DISPLAY 
WORLD, October issue. ) 
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The New, Improved | The MYSTERY FAUCET 


Paradise 


BUBBLE MAKER Big 
Attention- \ 


ap af Getter 


It will 
Stop 
them in 
their 
tracks! 


. Just fill 
Ideal for T.V. Shows, Trade Booth At- ° 
tractions, Promotions, Celebrations, etc. the plastic 
@ Heavy Cast Aluminum . 
@ Rugged Construction — Not a Toy Bucket with 
@ Size 10'' wide, 10°' high, 14°' long 
@ Weighs 16 pounds water and 


All shipments F.O.B8., MN. Y. C. plug in 


Bubble Maker complete $125.00 
Bubble Moker Liquid $8.00 per gal. Complete Unit 33°° High o « « SABSO 8.08... 4%. -¥. 6. 


CANAL ELECTRIC MOTOR, INC. rere Disicytounrsins 


310 CANAL STREET @ NEW YORK 13, N. Y. @ WOrth 6-1377-8-9 

















FOR SUPERIOR QUALITY and PERFORMANCE 
y EE Escolites a 


Set a New Standard in 


e Excellence 
e Versatility 


e Durability 
5600 4600 
Why buy parts only? Escolites offer you COMPLETE FIXTURES at a money- 
saving price. No parts to assemble or lose. Before you buy, be sure to see 
today's outstanding display lights — by ESCO — Originators of the ROTATING 


FEATURE. 
Write for Complete Descriptive Catalog. 





& CLASSICAL = 


WOOD COLUMNS 





COLUMNS CARRIED IN STOCK 


ANY SIZE OR DESIGN 
MADE TO DETAIL 


Hand and Automatic Wood Turning 
Established over 50 years 


American Wood Column Corp. 


913 GRAND ST., BROOKLYN 11, N. Y. 
STagg 2-3163 


No. 105 No. 140 No. 150 No. 135 No. 160 








Learn HOW To 
RIG and FORM 
MEN'S WEAR 


for Display expertly and professionally 


The most useful book ever written about 
RIGGING and FORMING 
Men's Wear for Display 
by Lloyd L. Buzan 


This is the book display men and store owners 
have been wishing for. With the aid of this book 
anyone can learn how to handle men's wear like 
the famous men's stores. The professional methods 
of rigging and forming men's wear explained by 
step-by-step photos (over 375 illustrations) with 
easy to understand instructions. Worth five years 
training under a professional trimmer. Learn the 
newest procedures in rigging Shirts, Underwear, 
Ties, Robes, Shoes, Hats, Slacks, Suits on half 
mannequins, Suits on mannequins, folding, laying, 
and hanging Topcoats — everything from hats to 
shoes fully discussed including tools of the craft. 
Don't be without it. Worth ten times the cost. 
106 pages 9x!2 with hard cover. 


$10.00 postpaid 
Order your copy today 
DISPLAY WORLD, CINCINNATI, OHIO 
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SEt 


UJ. H. DISPLAY (0. 


126 Eleventh Ave. 
New York City 11 





PERMALIFE 


Angel Hair 


PACKED IN 1 LB. 
POLYETHYLENE BAGS 


BIG PANELS OF 
— SPUN GLASS 
quiries Invited 


PERMALIFE GLASS FIBER DIVISION 
BOX 6356 SAN ANTONIO 9, TEXAS 


* BLACKLIGHTS 


FLUORESCENT COLORS for 
"Glow-in-the-Dark" Displays 


Write for literature to Dept. 


troblite Company, Inc. ” Ww. ont 30. 


N.Y.C 
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@ DISPLAY AS A FACTOR IN STORE 
PROFITS. HOW DOES DISPLAY IN- 
CREASE MULTIPLE SALES? EXPERTS 
TACKLE THIS QUESTION IN EXCLUSIVE 
PANEL DISCUSSION. 

PARTICIPATING: David Cramer, display 
director, Peck & Peck, N. Y. C., David Dunay, 
display director, Stern’s, N. Y. C. and Suburbs, 
Howard Schneider, display director, The Cres- 
cent, Spokane, Wash., Sylvan Freund, Decorative 
Plant Corp. N. Y. C., Edgar Moser, Allied 
Display Materials, Inc., N. Y. C., Lewis Rosen, 
Resident Display, Inc., N. Y. C., Leo Sanderson, 
Resident Display, Inc., N. Y. C. 

MODERATOR: Gabriel M. Valenti, Manag- 
ing Director, National Association of Display 
Industries. 

VALENTI: Our objective is to discuss 
some of the many aspects of displays as they 
relate to profit. Let’s start with this ques- 
tion: “How does display increase multiple 
sales?” This of course would refer to tie-in 
and accessory sales, both factors in display 
merchandising. 

DUNAY: “How does display increase 
multiple sales?” Magnificently. When you 

y “Display,” I’m thinking in general terms 
with reference to the display of merchandise. 
Sometimes creative merchandising is simply 
a fashion story. I don’t think a store can 
get along without this. Fashion is primary. 
To tell fashion’s full story, everything that 
goes with a dress leads to multiple sales. 
Display provides the setting. 

SANDERSON: Don’t forget, too, that 
multiple sales are increased by intelligent 
use of display in accessory grouping. For 
example, if a person is buying a green dress 
and can’t visualize how it would look with a 
pink scarf, this can be shown in the display. 
It certainly will suggest to her that she 
buy the scarf, which might not have occurred 
otherwise. This shows one profit aspect of 
display, and is multiplied hundreds of times 
a day in the store. 

Now, as far as the prop helping this, I 
think that a background, a green back- 
ground, or a pink background, or something 
which contrasts or coordinates with the 
colors in this grouping, certainly show how 
display creates multiple sales. The fact that 
the color complement, the color impact, is 
shown more advantageously with the back- 
ground complementing or harmonizing with 
it, will certainly increase multiplpe sales. 

MOSER: What Mr. Dunay said basically 
is the A-B-C of display namely that multiple 
sales merchandising is the job of the Dis- 
playman. We actually are trying to develop 
here how much the display industry, with 
its props and effects, can help to increase 
selling. So, I believe the first question should 
be phrased as follows: “Can a display prop 
or any kind of a display device increase 
multiple sales?” And my answer is, “Of 
course.” Multiple selling provides very green 
pastures for display’s operation. 

FREUND: We must add that there’s a 


whole area of fixtures, etc., that is designed 
specifically for multiple sales. I’m thinking 
in terms of jewelry fixtures, such as neck 
forms,—specialized fixtures that lead to 
impulse sales. Stores have shelves and 
shelves of them, Let’s say a store is doing 
a promotion featuring pink and wants an 
accessory angle with it. Fixtures provide the 
wherewithal for accenting necklaces, hand- 
kerchiefs, handbags, gloves, umbrellas and 
the whole promotion. The fashion story then 
presents a coordinated look. Fixturing 
provides the frame and the bridge for mul- 
tiple selling. 

ROSEN: Don’t you think a lot of that 
has been neglected in the last few years? 
Formerly, much attention was paid to case 
displays, little displays of merchandise ex- 
cellent for showing accessories. But since 
the cutting down of staffs, don’t you think 
a lot of those little displays have been neg- 
lected ? 

DUNAY: I would say yes. The basic as- 
sumption for good display — I tell this to 
trainees every six months when I talk funda- 
mentals — You've got to start in a store, 
with fixtures and with cases, and all this 
becomes part of an architectural entity. How 
you fill this entity is the important thing. 
What you do with your cases, what you do 
with your counter tops, how you merchandise 
goods through them. The kind of impact 
you have so far as merchandise is concerned. 
That’s the essence.—From the Profit Parade 
Section of Haire Publications, New York 
City, August issues. 


Cramped for Space? 
Try Portable Sawhorse 

Displaymen, manufacturers, studios cramped 
for workshop space might consider the new 
portable sawhorses being made and marketed 
by The Great Midwestern Sawhorse Co., 
11295 Deerfield Rd., Cincinnati 42, Ohio. It 


has folding legs for easy carrying and stor- 
ing (handle included). Made of kiln-dried 
douglas fir with hand-rubbed stained fin- 
ish, this sawhorse weighs only 8 pounds and 
will support more than aton. It is 40 inches 
long and 25% inches high. Write to the 
firm for more information. 
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NEWEST MARKETING 
TOOL—Robert A. Jen- 
kins, president (center) 
and John D. Hallaren, 
executive vice-president 
(right) of Shopping Cen- 
ter Showcase, Inc., ex- 
amine a scale model of a 
typical showcase as Sher- 
wood Duffy, of architects 
Kahn and Jacobs, points 
out a feature. Showcases 
are expected to attract 
millions of visitors an- 
nually to see the newest 
products and services ex- 
hibited by the country’s 
major manufacturers and 
service companies. 


Shopping Center Showcases 
To Promote Products Services 

A new national marketing network, Shop- 
ping Center Showcase, Inc., using the lure of 
the major regional shopping center to provide 
maximum exposure for nationally advertised 
products and services, is expected to hike 
noticeably in the nation’s forty-three 
leading marketing areas. 

Combining the magnetism of the old-fash- 
ioned carnival, the latest give-away techniques 
and the merchandising know-how of the na- 
tion’s largest manufacturers and service or- 
ganizations, Shopping Center Showcase, Inc. 
will add a third dimension to present adver- 
tising and sales promotion methods. 

In each of the country’s 43 largest market- 
ing areas, one or more ultra-modern glass and 
steel “Showcase” buildings will spring up 
month after month in preferred spots at 
regional shopping centers. 

In these exhibit buildings will be shown and 
demonstrated the newest products, ideas and 
services developed in this country, ranging 
from food through household appliances and 
travel to boats and automobiles. Each ex- 
hibitor will have his own area to demonstrate 
his product or service to his heart’s content 
to the tens of millions of monthly shopping 
center customers. 

Weekly giveaways of television sets, cars, 
trips abroad and even furnished houses to 
lucky number holders visiting the Showcase 
is expected to keep attendance at a peak. 
Product sampling, couponing, demonstrations 
of household appliances and actual customer 
testing of new products and packaging will 
bring the consumer right up to the point of 
sale. 

According to Robert A. Jenkins, president 
of Shopping Center Showcase, Inc., customers 
at regional shopping centers will be able to 
“see, hear, taste, smell and actually feel na- 
tionally advertised products. Due to the space 
squeeze inside retail stores and the weakness 
of retail salesmanship, products can not longer 
be merchandised properly. Shopping Center 
Showcase will give national and _ regional 
advertisers the opportunity of showing off 
and even demonstrating their products to cus- 
tomers in a buying mood.” 

‘he organization plans to open its first 
showcase at the Prince Georges Plaza shop- 
ping center at Hyattsville, Md., in March. 
Each succeeding month, one or more show- 
cases will be opened elsewhere. In all, by the 


sales 
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end of 1964, Mr. Jenkins plans to have some 
fifty-five Showcases going full blast all over 
the country. 

The sixty-four square foot demonstration 
areas (28 in each showcase) will be contracted 
to manufacturers. Every exhibit will change 
after one month at each showcase to keep 
consumer interest high. 


New Mold Process 
Used by Greneker 

The Greneker Corporation is using one- 
piece flexible molds for the heads of its man- 
nequins since the development of a new 
molding compound by Smooth-On Manu- 
facturing Company, as reported by DIS- 
PLAY WORLD in the March, 1961, issue. 


Max Mayer, president of the mannequin 
firm, reports that the new process eliminates 
“wrinkles” caused by seams resulting when 
multi-part molds are used to cast model 
heads. Smooth-On Manufacturing Co., is 
located at 572 Communipaw Ave., Jersey 
City 4, N. J. 




















FOR DISPLAY MANUFACTURERS & JOBBERS 
Products of Styrofoam 
Manufacturing and Processing | 
Write for Catalog 


FOLIAGE CO. OF AMERICA 
LUDINGTON, MICH. 
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DeStefano Studios 


House of Mannequins 


111 Boston St. Dorchester 25, Mass. 














This beautiful 

black ebony com- 

pletely enclosed 

turntable is our 

newest. It is 3%” high 

with 744” bakelite top. 

is quiet and efficient. 

carry a 25 Ib. centered 

load. Have ati-active job- 

ber propositior 

Both turntables are sturdily 

constructed. Have %” steel No. 10018 $8.00 
spindles riding on ball bearings. Standard models are 
2% RPM clockwise direction. Motor and 8’ cord UL ap- 
proved. Special speeds and direction upon request. 


Quality Low-priced TURNTABLES 


This turnta- 

ble, designed 

for the dis- 

play manu- 

facturer, is our old 

work horse of which 

there are many thou- 

sands in use. It has 

been a favorite with 
national advertisers. 

The 9%” top is of prest- 
wood and the chassis is 
open. Display people prefer 
this type te build into displays. 


No. 1001 $7.00 
Only $3.80 
in 1M Quantities 


The Birk Mfg. Co., Niantic 12, Conn. 


TICKET HOLDERS 


Molded of 
CLEAR PLASTIC 


Pyramid Ticket Holder perfect 

for small point of sale pricina. 
Complete the picture of ultra-smartness created 
with plastic displayers by using ticket holders of 
clear plastic. These beautifully molded ticket 
holders are just the thing for soft line display. 


CL 10 Package of 50 
Lots of 100 


R. C. QUENSELL 


909 S. E. 15TH CT., DEERFIELD BEACH, FLA. 


FOIL PAPER 


Puffing Foil & Base Metal 
R. A. OHLHORST 


278 Johnston Ave. Jersey City 4, N. J. 
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BRASS & CHROMIUM RAILINGS 


for every purpose Since 1900 


PORTABLE © STATIONARY 
Wi itelt) Maoh] 2 110M 10). : 
S. PARKER HARDWARE MFG. CORP. 
27 LUDLOW ST. N.Y.C. 2. N._Y.-WAlker 5.6300 a 











ELECTRO 
MOTION 
TURNTABLES 


DEPENDABLE 
MOTION FOR 
are 
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*% Compare price 
% Look for Underwriters label 
% Demand dependable Electro-Motion 


WRITE FOR COMPLETE CATALOG AND PRICES 


ELECTRO-MOTION CORP. 
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Anne Fegley Welcomes You 


to an OPEN HOUSE 


every day during Market Week 
New and Different Types of 


Window and Interior Dividers for 


Unusual Displays 


ABOUT SPACE, INC. 


156 Fifth Ave. New York City 
CH 3-7567 
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All Types of Finishing 
Dowels and Balls in Stock 


H. ARNOLD WOOD TURNING CO. 
363 Union Avenue, Brooklyn 11, N. Y. 

















STagg 2-5693 


WOOD and PLASTIC LETTERS 
OVER 100 STYLES 


Custom signs — Window 





All Heights and Thicknesses: 
Store Directory — Desk — Trade Mark Reproductions. 


DISPLAY CRAFT 24.¥,,MAIN STREET 


PORTLAND, INDIANA 








ATTENTION JOBBERS 


Plastic Dress Covers, At the Right Price 
Write for Samples 
MANUFACTURER OF GARMENT RACKS 


UNITED STATES DISPLAY CO. 
Copiague, L. I|., N. Y. 














Reminiscing 


DECEMBER, 1936 

William Wright joined David's, Inc., Mos- 
cow, Idaho, as display manager; he had been 
with The Paris, Great Falls, Mont. 

Frank Whitelam, R. H. Fyfe & Co., De- 
troit, carried off top honors in the large 
cities division of a display contest held in 
connection with the National Shoe Fair in 
Chicago. A similar award was made to B. 
J. Alexander, Fowler, Dick & Walker, Bing- 
hamton, N. Y., in the smaller communities 
group. W. E. Day, Turrell’s, Seattle, and 
C. M. Shrider, A. E. Starr Company, Zanes- 
ville, Ohio, received honorable mentions. 

Robert O. Johnson, Commonwealth Edison 
Company, was re-elected president of the Chi- 
cago Display Men’s Club, with Carl Gestrine, 
Butler Brothers, as first vice-president. R. 
R. Jericho, The Boston Store, was named 
second vice-president, while Frank Groves, 
Stetson Shoe Store, was elected to the third 
vice-presidency. Art Miller, Advertisers 
Display Studios, was appointed secretary 
and E. M. Yeager, Hub Office Supply Com- 
pany, was elected treasurer. 

Vic Linden, formerly on the display staff 
of the J. C. Penney Company, Spokane, was 
named director of a newly created interior 
display department at The Crescent, of the 
same city. 

John R. Foley, La Salle & Koch, Toledo, 
won first prize in the National Fur Week 
display contest. Second place went to Rich- 
ard Terhune, Best & Co., New York City, 
third place to George H. Wagner, George 
B. Peck Company, Kansas City, and fourth 
prize to Guy Malloy, Neiman-Marcus Com- 
pany, Dallas. 

The Boston Display Men’s Club elected 
Samuel Branz, Wm. Filene’s Sons Company, 
to its presidency, assisted by Samuel Rosen- 
berg, Scott Furriers, vice-president; John G. 
McCarthy, Brown Durrell Company, secre- 
tary, and Walter J. Kelley, Delano & Co., 
treasurer. 


DECEMBER, 1951 

Top prize of $1,000 in the Westinghouse 
Electric Supply Company’s TX Touchdown 
display contest went to Roy Benson, display 
manager of the Georgia Power Company, 
Atlanta. 

Bertram A. Rainwater, 72, dean of St. 
Louis displaymen, died of a heart attack in 
his display studio. He was one of the three 
original founders of the St. Louis Display 
Guild. 

Robert Custenborder, Goldwater’s, Inc., 
Phoenix, Ariz., won the first prize in the 
annual window display contest held by the 
Millinery Fashion Bureau. 

George Collier joined Berkson’s, Kansas 
City, Mo., as display manager following the 
resignation of Franklin W. Mann. 

Looking ahead to 1952, the National Retail 
Dry Goods Association reported that a mem- 
bership survey indicated that an all-out war 
on needless expense was in prospect for re- 
tailers. All but 16 per cent of the 400 par- 
ticipating stores reported they expected an 
increase in sales. However, 73 per cent 
said that higher overhead expenses would be 
responsible for profit decline, and higher 


payroll expenses were given as a reason by 
72 per cent of the respondents. Seeking 
methods of increasing sales, 37 per cent of 
the stores said that volume might be ex- 
panded by developing assortment displays 
and self-selection fixtures. Other procedures 
mentioned were: Promotion of credit facili- 
ties, lengthening store hours and offering 
more customer services. 

Mrs. Gertrude Kelly, L. S. Ayres, Inc., 
Indianapolis, was elected to the chairman- 
ship of Associated Merchandising Corpora- 
tion’s Display Managers Group at its meet- 
ing in New York City. Ralph Gollohan, 
Shillito’s, Cincinnati, was named vice-chair- 
man. 

Oscar A. Luke retired as display director 
of J. L. Hudson & Co., Detroit. He had been 
with the store more than 25 years, the last 
seven as display director. 





Amplex Announces 
New Color Filters 


Amplex Corp. announces a new and ex- 
panded line of segmented glass color filters 
in two sizes for the display and commercial 
lighting trade. Called the Amplex “Colors- 
of-the-Rainbow” Spectrum Color Filters, a 
selection of 22 colors in both a CF size 
(44-inch diameter) and an SF size (6%-inch 
diameter) is made available in the new line. 
Included are such colors as blue violet, 
magenta, deep blue, medium blue, light blue 
(daylite), deep turquoise, medium turquoise, 
deep green, medium green, light green, lemon 
yellow, light amber (straw), medium amber, 
deep amber, orange, flesh pink, light pink, 
medium pink, deep pink, light rose, medium 
red, and deep red (ruby). 

The new filters more than double the num- 
ber available from Amplex previously, and 
features of the announced line are a new, 
improved rim in a bright-finish metal alloy. 

According to Amplex’s general sales man- 
ager, R. M. Freeman, “The use of colored 
lighting in display and other commercial ap- 
plications continues to grow in popularity 
and acceptance. We believe our new line is 
complete though not cluttered with ex- 
traneous shades and colors of glass filters. 
We look for ready acceptance in this ex- 
panding market for colored lighting.” 

Additional information on the new filters 
can be obtained by writing Amplex Corp., 
214 Glen Cove Rd., Carle Place, Long Island, 
New York. 

Any Display Use 
For Magnetic Rubber? 


Regal & Wade Mfg., Inc., Maspeth 78, 
N. Y., wants to know if there is any demand 
in display for the firm’s latest product, flexible 
magnetic rubber. Quite versatile and adapta- 
ble, this material is available in many forms: 
In strips up to 3 inches wide, in lengths up 
to 60 inches, in precut specific shapes or in 
custom decorated and finished products. 

Permanent magnetism and no bulk mean 
uniform magnetic distribution over wide areas. 
Magnetic attraction is directly proportionate 
to the thickness of the rubber. Thickness vary 
from .030 to .250 inches. The material easily 
lends itself to decorating. The smooth sur- 
face may be painted, silk screened, gold 
stamped, carved or covered in a variety of 
substances from leatherette to metal. Write 
for samples if interested. 
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Store Improvement Show 
Planned by NRMA 

The 1962 NRMA Store Improvement Show, 
planned as a central source of information on 
the latest in new retail developments and serv- 
ices, will be sponsored by the National Retail 
Merchants Association, according to J. Gor- 
don Dakins, executive vice president, NRMA. 
The NRMA Store improvement Show will 
be held at the 7lst Regimental Armory, Park 
Ave., and 34th St., New York City, from 
June 4-7, 1962. 

The four day trade show, designed for the 
informational needs of store owners and execu- 
tives, will feature exhibits covering practically 
every retail store operating area. Included 
will be exhibits on air conditioning and ven- 
tilating, store fronts, lighting fixtures, struc- 
tural materials, floor and wall coverings, 
awnings and canopies, maintenance and sup- 
plies, wash room fixtures, inventory controls 
and stock room equipment. Also, shelving and 
racks, cash handling systems, refrigerated 
cases, office equipment, signs, store furniture, 
elevators and escalators, electronic doors, 
transportation, inter-store communications, pro- 
tective systems, and soda fountain equipment. 

“The 1962 NRMA Store Improvement Show 
will bring under one roof everything that retail 
top management might need to improve, reno- 
vate, build or rebuild their individual opera- 
tions,” Mr. Dakins said. 

Contract for the management and direction 
of the 1962 NRMA Store Improvement Show 
has been awarded to William S. Orkin, presi- 
dent, Orkin Expositions Management, New 
York City. 

The NRMA Store Improvement Show will 
be for the trade, with admittance by registra- 
tion only. Space for the NRMA Store Im- 
provement Show will be sold by Orwin Ex- 
positions Management, 310 Lexington Avenue, 
New York City 16. 


Firm Seals Transparencies 
In Fiberglas 


Claude T. Murphy Company, 5382 Peach- 
tree Rd., Chamblee, Ga., has developed a 
method for imbedding color transparencies in 
a therm-O-setting Fiberglas. Advantages are 
that the life of the transparency is increased, 
many reflected images are eliminated and in- 
stallations of transparencies in exhibits and 
displays is simplified. The process is also 
said to eliminate the accumulation of dust and 
wrinkles that plague ordinary mounted trans- 
parencies and adds new brilliance and addi- 
tional definition and depth. Sizes up to 4 by 
8 feet can be handled. Write to the firm for 
prices. 


— 


New Slip-on Hanger 
For Toddler Dresses 


“Flair Form” is the newest in hanger de- 
signs by Yankee Plastics, Inc., 29 W. 34th 
St., New York City, and is specifically for 
providing the body needed to keep toddler 
dresses, sizes 1-3X bouffant. “Flair Form” 
eliminates the use of pins, stuffing and costly 
labor and is unbreakable. it is intended as a 
take-home hanger with each dress. Two 
styles are available to accommodate high 
waisted or long torso frocks. Yankee Plastics 
manufactures hanger forms for all sizes. 
Write for samples. 
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MAKE YOUR OWN 


‘EM UP! STRING 
‘EM ANYWHERE! 


TACK ‘EM UP! 


TAPE 


WIDE AND 11” HIGH — ONLY 12¢ 


SIGNS — QUICK AND EASY — 
WITH POSTER-SIZE LETTERS AND NUMERALS 


SCOTCH- 
USE OVER & OVER! 
LETTERS & NUMERALS, PRINTED RED ON 
HEAVY WHITE POSTER STOCK — EACH 81/2" 
EACH! 





1\2\¢ 


























Striking Red Background, Strong White 
Lettering, can be seen for a country mile. 
Order as many individual letters and numer- 
als as you need, If it’s more convenient for 
you, just give us the wording of the signs 
you intend to put up and we'll break it 
down for you and ship the proper amount 





builders. 


Write for illustrated Catalog showing our 
complete line of Display Equipment & 
Store Supplies. Jobbers’ inquiries invited. 





Put your message across on your windows, against your 
door and thruout your store. Just spell it out and put ‘em 
up, horizontally, vertically or crazy-quilt. Positive sales- 


RED WING PRODUCTS 


THE RED WING BUILDING © NEW HYDE PARK, N. Y. 


of each letter and number you need. Im- 
mediate Delivery. Next-to-nothing cost for 
truly versatile Promotional Material. 


+P-800 YOUR CHOICE 12¢ EACH 
50¢ handling charge on orders under $2.00 











This Fabulous 
New Lighted 
with 1001 


Commands attention day 
and night—Unusvwal light- 
ing effect—Like a cas- 
cade of diamonds! Same 
water circulates through 
filter. Just plug in ordi- 
nary A.C. outlet. 


REAL 


FOUNTAIN 
DISPLAY CO. 


, Fascinating 
\ Aqua Display 
Sparkling uses 


No electrical work— 
Made of 


Aluminum — Durable 


anodized 
Rust Proof Pump— 
Guaranteed One 


Full Year—Built to 
last indefinitely. 


264 
West 40th St. 
New York 18 





® 


= Motoriess 3055 RIVER ROAD 





FLASHERS 


Since 1900 


Force Attention, Increase Advertising Value 


ELECTRIC COMPANY 


Motor 


RIVER GROVE, ILL. Driven 








DISPLAY TURNTABLES 


* Heavy Duty ° All Steel 
ALL SIZES — Large or Small 
Write for free illustrated folder 


AMER-STAGE EQUIPMENT 
805 E. 134 ST., Bronx 54, N. Y. 





WANTED! 
“ADHESIVE PROBLEMS" 


Our laboratories are anxious to work 
with industrial firms on adhesive prob- 
lems, which others have failed to solve. 


ADHESIVE PRODUCTS CORP. 
1666 BOONE AVE. NEW YORK 60, N. Y. 
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Ballou’s 


Glittering products will add 
sparkle to your displays 


METAL FLAKES AND STARS 


Brilliant, scintillating, non-tarnishing 
flakes and stars in gold, silver and 
colors. 


GLASS TINSELS 


Beautiful sparkling colors — red, green, 
gold, silver, blue, black — five fine- 
nesses. Also pastel and other shades 
to order. 


DIAMOND DUST 


Attractive snow effects can be ob- 
tained with this decorative material. 
Obtainable in five finenesses. 


CRYSTAL BEADS 


for outdoor and indoor displays. Spe- 
clal colors made to order [including 
gold and silver). 


GOLD AND ALUMINUM 
BRONZE POWDERS 


Greatest possible luster in the correct 
fineness for screen process or any pur- 
pose required. Send for color card. 


Write for Sample Card 


EDWARD C. BALLOU CO. 


6 Varick Street, New York 13, N. Y. 

















—South African Feather Co., Inc.— 


1015 FILBERT ST., PHILADELPHIA 7, PA. 
Established in 1906 
WAlnut 5-5219 


FEATHERS 


@ FEATHERS FOR DISPLAY 

@ OSTRICH FEATHERS. all colors and sizes 
@ MARIBOU in 2 yard strings. all colors 

@ FEATHER BIRDS, made in Japan 


Excellen? Delivery — Write for Price List 











EXHIBIT BOOTHS 


Portable Stanchions @ Mirrored 

Balls @ Spot and Flood Lights 

@ Fiameproofing Spray @ Christ- 
mas Garlands @ Draperies 

FILJON, INC. 

1211 East Fayette St. 


Write for Literature 
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DEKOPHANE 
The Technical Cement 
| Quort . . . $6.75, Post-paid 


THE CRYSTAL ESSENCE CORPORATION 
Bound Brook, New Jersey 


| traffic shopping windows. 
| duced constantly. 
| the world. The stores are keen rivals and are always on the alert to outwit their competitors. 








THE RETAILER SPEAKS: 


Display Director— 

Stage Designer 

of Retailing 

By ROBERT B. JOHNSON 
Managing Director 


The State Steet Council 
Chicago, Ill. 





Last in a series of transcripts of speeches 
made before the breakfast-forum at 
Christmas Market Week in Chicago. 





iF THESE DAYS, retail business is show business. With the increasing standardization 
in all phases of our modern life, merchandise, too, becomes more and more alike. All stores 
carry practically the same lines — or close replicas of them. “Exclusivity” is now good for 
about thirty minutes. What now makes one batch of merchandise different from another 
similar one or one store different from another is showmanship. 

In the theatre or large store, the president or board chairman functions as the producer ; 
the general merchandise manager is the director; his divisional merchandise managers are the 
stage managers. Here is one area where merchandising has it all over the theatre — the actors 
can’t talk. Here the merchandise is the cast — stars and supporting actors all. 

Now the scenic designer, the stage designer who sets off his cast to their greatest advan- 
tage, is, as you have probably guessed by this time, you, the display director. Here the stage 
designer is not only the constructor of the sets — he is also the lighting expert, the customer, 
the make-up artist, the hairdresser, the set decorator, even the architect. This displayman 
actually has to be much more of an all-around genius than a Jo Mielziner, Donald Oenslager, 
or Norman Bel Geddes. 

Nowadays the display director is responsible, too, for more than just effectively setting off 


| the merchandise. He sets the whole tone of the store, its whole atmosphere, its mood. If the 
_ housekeeping is sloppy with dirty walls, battered showcases, and scratched paint, the customer 
| immediately equates that with sloppy, soiled merchandise — which she is never in a mood to 
| buy. 


On the other hand, if the store is bright, sparkling clean, dramatically lighted, and uses 
color effectively, the customer is put into a buying mood -— everything looks good to her, she 


| is buoyed up in her spirits by the show she is seeing, she feels confidence in the merchandise 


that is so temptingly displayed before her. 

Here the display director’s role is a vital one in the over-all public relations of the store. 
Public relations is not just what appears in print or on the air. Equally important is the whole 
picture that is created, the atmosphere, the mood, the surrounding. 

True, co-ordination is very important. In a well-run store the advertising, the publicity, 


| the special events, and display are all telling the same story. The director of the show — the 


general merchandise manager and his division — supply the basic plot and the actors. In this 


| activity, the fashion office also plays an important role. Effective use of media gets the customer 


into the store. Once she is im, the display department takes over, and ideally, the customer is 


| then putty in its hands. 


Here on State Street we are very proud of the display jobs our stores do. We feel that 


' no street in the world — not even glamorous Fifth Avenue — beats ours when it comes to 
| dramatic windows. From Randolph Street at Marshall Field & Company clear down to Congress 


Street at Sears Roebuck, there is a solid mile of colorful, eye-catching, frequently changing 
Big budgets are expended on them. New techniques are being intro- 
More display ideas have originated in these windows than anywhere else in 


Throughout the year they all do fresh seasonal displays with startling uses of color and 
light, but it is at Christmastime that they create their climactic triumphs of the entire year. 
The first floor inside of each store is literally alive with Christmas — on the ceilings, on 


the pillars, on the showcases, on the walls — there’s not an undecorated or unlighted inch. 
| This is not mere clutter. For instance, last year one first floor was a forest of sparkling crystal 
| prisms in gleaming golden baroque settings. Another was an all-white frosty snow scene with 
the air filled with snowflakes varying in size from minute to gigantic. 
_ conventional Christmas — huge masses of dark green foliage filled with brightly colored 


Another was a more 


clusters of ornaments and thousands of Italian bee lights. And so it went — each one more 
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dazzling than the next. The customers come down and start at one end of the street and go 
through each store, down to the very end. 

Every department store last Christmas had its State Street banks of windows all 
institutional. Where else in the country could this happen, much less on such a heavily traveled 
thoroughfare such as State Street? One store had its windows telling the story of a flight to 
Santa Claus land, each window elaborately embellished with tinsel, gifts and Christmas baubles. 
Another illustrated great painters of the Renaissance at work on their masterpieces of the 
Nativity. Another was Christmas in the woods mechanized animals darting through the trees 
and over the snowbanks. 

And so it went — the customers standing six deep in front of the windows all December 
long. Color ads in the newspapers pushed Christmas merchandise, of course, and also were used 
to plug the windows. Every year each newspaper devotes a whole page of photographs, editor- 
iallvy, to these spectacular displays. Each year we get requests to keep the window lights on 
later at night and on Sundays, so great is the traffic downtown just to see them. Last year 
on the first Sunday in December saw automobile traffic clogging the street, bumper to bumper, 
cars filled with cheery citizens who’d come downtown to see Christmas on State Street. 

Outdoors is not neglected either. One store with a curved corner wall does a six-story 
Nativity scene on the front of the building. Another had a 14-story Christmas tree made 
entirely of lights projecting at right angles from its State Street wall. The facade of another 
was a wall of four-story high cathedral stained-glass windows with giant angels standing in 
front, trumpeting the glad tidings. Another had a dozen Christmas trees made of lights along 
its front wall. And then on State Street itself, from all of our 42-feet high light poles, we 
hang elaborate garlands festooned with colored lights. Swinging on each garland are the 
jolly sprites of Christmas, each one gaily painted in bright fluorescent colors — six elves to 
a garland. 

All this is extremely expensive, both to the stores individually and to the State Street 
Council, but we think it pays off. After all, a tremendous percentage of the volume is done at 
Christmastime, and we feel that the spectacular effect of all the decorations draws the citizenry 





downtown just as much as the heavily advertised merchandise. 


Reflector Hardware 
Announces Expansion 

Reflector Hardware Corporation, one of the 
nation’s largest manufacturers of store fixture 
equipment, recently announced the second addi- 
tion to their new plant in Melrose Park, IIL. 
in three years. 

Spokesmen for the Company stated: “The 
demand for RHC products over the past few 
years has exceeded our capacity. We were 
obliged to add 35,000 square feet to the plant 
building in 1959. Plans for the second addi- 
tion have just been completed with over 52,000 
additional square feet to be added, raising the 
total area under one roof to over 300,000 
square feet. 

This total of almost 
devoted exclusively to the 
metal store fixture and display 
makes RHC the world’s largest manufacturer 
of metal merchandising equipment. The new, 
enlarged facilities will permit RHC to better 
service our customers, and create shorter 
manufacturing cycles to insure faster ship- 
ments of equipment.” 

The Company employs well over 750 em- 
ployees, working 3 shifts, to turn out the 
famous Spacemaster line of products for use 
in every type of retail store operation. The 
large main plant building also houses the large 
modern showrooms, and executiyg offices for 
the company. 

In addition, the firm has regional sales 
offices, showrooms and warehousing facilities 
in New York City and Los Angeles, with sales 
representatives in all principal cities. 


Hankscraft Offers Movie 
On Display Animation 

A 16mm color movie, recently produced by 
the Hankscraft Company’s Display Motor 
Division to graphically portray the broad range 
of modern motion display ideas being employed 
by leading advertisers, is now available upon 
request for free showings to interested adver- 
tiser, agency and display groups. 

The 30-minutes film, entitled “Motion At 


million square feet 
manufacture of 
equipment, 
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the Point of Purchase,” covers some 75 differ- 
ent motion concepts. Operational movements 
and the intricate devices which actuate these 
movements are shown in detail. 

On loan with the film for each requested 
showing is a Hankscraft narrator to back- 
ground the motion ideas in depth from an 
intimate working knowledge of them. Show- 
ings will normally have to be scheduled well 
in advance, since the supply of films and nar- 
rators at any one time is limited. More than 
300 professional groups in the display adver- 
tising industry have already seen the film. 

Arrangements for showing the movie should 
be made with Kenneth J. Brenner, Display 


Motor Division sales manager, Reedsburg, 
Wiis. 

The Wisconsin 
million display 
1l years ago. 


several 
formed 


has produced 
since 


firm 


motors being 


Berman, Dazian’s Salesman, 
Dies of Injuries 

Jack Berman, 49, a display salesman for 
Dazian’s Inc., in the New York City area, 
died October 5 from injuries suffered in an 
auto accident. Mr. Berman had been employed 
by Dazian’s for over 30 years. It was his first 
and only job. He was extremely well-known 
and liked by his many accounts in the east. 
Mr. Berman, who lived at Cliffwood Beach, 
N. J., leaves his widow, Hannah, and a daugh- 
ter, Mrs. Roberta Cox. 


New Adhesive Bonds 
Plastic Foam 

A new adhesive for bonding Dow Chemical’s 
Ethafoam has been developed by the research 
laboratory of Adhesive Products Corporation, 
1660 Boone Ave., New York City. The new 
product, designated Polyfoamstix, bonds Etha- 
foam polyethylene foam to itself, wood, glass, 
metals and plastic. It has excellent aging 
qualities and good water resistance. It remains 
permanently flexible at below freezing temper- 
atures and is unaffected by temperatures up 
to 300 degrees F. 








THE WARDROBE 
E MASTER 


Rental of authentic and reproduc- 
tion period costumes and accessor- 
ies in sizes to fit contemporary 
display mannequins — mannequin 
wigs dressed in period styles . 
Costumes are complete with acces- 
sories and any required hoops, 
bustles and pads, to create a true 
period silhouette. 


HERBERT CALLISTER 


411 LYDALL ST., MANCHESTER, CONN. 
Mitchell 9-6319 


yee BUTLER at 


the N.A.D.I. Show 
Rooms 334-336 


Seamless Backgrounds, Floorings 


and Drape Materials 


BUTLER PAPER CO,, Inc. 


655 Madison Ave. 
New York 21, N. Y. 





When in New York 
We invite you to visit 
New York's 


Largest Selection of 


JAPANESE 
DISPLAY MERCHANDISE 


MIYA CO., INC. 


373 Park Ave., S. New York 16 











93 








SPRING 
SHOWING 


Meet your friends 
at 


ROOM 424 


NEW YORK TRADE 
SHOW BUILDING 
500—8th Ave.—35th St. 


FLOWERS 


Plastic-Parchment 


NOVELTIES 

LANTERNS 

BAMBOO 

BLOSSOM TREES 
RUSCUS TREES, HEDGES 


“ARTS and FLOWERS 
DISPLAYS, INC. 


*Reg. U.S. Pat. Off. 


43 West 56th St., New York City 19 
Ci 7-7610 

















AUTHENTIC SUITS OF 

and Chain Mail in 

Museum Pieces. Decorative Weapons and 

Helmets. Also Life-Size, 3-Dimensional, 

adjustable Display Castile with Crusader 

Flags perfect for interiors and windows. 

Attractive RENTAL BASIS within 100 miles 

of New York City. SORRY, no Ry. Exp. shipments. 
SIDNEY WISTON 

1052 Wright St. VA 5-8390 NWN. Valley Stream, N.Y. 


HEDGE—TREES 


All heights, sizes and shapes of ruscus hedge and 
ruscus trees made to order. Italian made ruscus 
trees and many other items. 


WRITE FOR PAMPHLET 
JONES, The Holly Wreath Man 


Milton, 


ARMOR 
Superb Condition. 





Delaware 





The Hiouw sé for lette 





rs in Three-Dimension 


4 


nt 


CORK 

wooo 

METAL 

NYLON 

STYRENE 
Letter Co. 


231 East 14 Street 


letters in relief 
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DICA. 


*Rameroy 5 238C 
New York 3 N.¥ 


Wood Fiakes — Sand — Gravel 
Cracked ice — Imitation Foods 
Glass Gems 


Write for Catalog 


NATIONAL DISPLAY MATERIALS 


65 N. 6th Street Brooklyn 11, N. Y. 


WINDOW DISPLAY 


State Approved Certificate Course, Day or Eve. Appr. 

for Vets and Foreign students. The only thorough 

professiona! course in N. Y. C. Free placement. 
REGISTRATION OPEN — ENROLL NOW! 


PAN AMERICA ART SCHOOL 
316 WEST 57th STREET, N.Y.C. PL. 7-0064 
Our Groduates cre in Demand 
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| medals 
| amassing the most cumulative points (three 


| PLAY WORLD, Cincinnati 1, Ohio. 
| plete rules are listed elsewhere in this issue. 


X * 


a +. 
cr atts 


a 
n, + 4% 


| e a national advertiser were to ask us for 


an example of a mass produced display that 
would be found readily acceptable by quality 
specialty or department stores, we could 
point with pride to the display above de- 
signed and produced by Marler Haley 
Studios Limited, Barnet, Herts., England. 

This attractive and tasteful unit was for 
Dolcis, a chain of shoe stores. The pixieish 
figure is vacuum-molded, trimmed with a 
feather hairdo and leans over the neat copy 
panel to admire the shoes displayed in front 
of it. This unit could be used in the window, 
on the counter or on the wall. 

Production costs would necessitate a high- 
er price for such a display, but its functional 
as well as esthetic appeal would guarantee 
its use, rather than having it end up in the 


| dealer’s waste can. 


It is the pleasure of DISPLAY WORLD’s 


| editorial staff to award Mr. Haley a gold 


medal for this Display of the Month, re- 


| ceived as an entry in DISPLAY WORLD’s 


International Display Contest for 1961. Our 
congratulations also to Dolcis for its wise 
decision. 

Deadline for the 1961 contest is rapidly 
approaching. All entries must be in 
hands prior to December 31. 

Rules for the 1961 annual contest are the 
same as for 1960, with the same categories 
again making it possible for displays of all 


our 


| types of merchandise and for any possible 
| purpose to be eligible. The top three winners 


in each category win gold, silver and bronze 
respectively, and the displayman 


for first, two for second and one for third) 


| are awarded gold, silver and bronze plaques. 


Send your entries to Contest Editor, DIS- 
Com- 


New Sales Promotion 
Post at U. S. Plywood 

John Lesser, 32, has been appointed to a 
newly created post of assistant sales promo- 
tion manager at United States Plywood Cor- 
poration. Mr. Lesser joined the company’s 
sales promotion department in 1957. Prior to 


John Lesser 


that he had served in advertising, public re- 
lations and sales promotion capacities for 
Necchi, the Army and Air Force Exchange 
and the Advertising Research Foundation. He 
is a graduate of the University of Missouri 
school of journalism. 


New Firm Produces 
Custom Wood Turnings 

Cal-Western Mfg. Corporation, 2211 E. 7th 
St., Los Angeles, is equipped to produce wood 
turnings for the trade with the latest in equip- 
ment. Kiln dried woods stock-piled are 
American black walnut, cedar, alder, and 
eastern ash squares. Products can be supplied 
sanded or three-coat finished. Inquiries are 
invited. 


DISPLAY WORLD 











FOR SALE 
PRINTASIGN 
SIGN MACHINE 


Advertiser model, serial 
No. 1813, complete 
with table, made by the 
Reynolds Printasign 
Co. Mint condition, as 
it has been used very 
little. Write to 


HANS CARSTENS 
Display Director 
Younker Stores 


Sioux City, lowa 


REWARDING SALESMAN’S OPPORTUNITY 
Due to new territory alignment fifteen-year old, 
well known display manufacturer offers estab- 
lished following in better department and specialty 
stores. We promote exclusive imports, original 
novelties, custom art, foliage and supply complete- 
ly every basic need for the display trade at com- 
petitive cost. We are looking for men willing to 
cover regularly New York City, East Coast, Middle 
West, Pacific North West and parts of Southern 
States. Commissions credited twice a month. No 
objection to non-conflicting side lines. Careful 
attention will be given to each reply giving sales 
background, present connections and personal 
data. Write in confidence. 


Address Box 12EF, Care of DISPLAY WORLD 


DISPLA YMEN 


Well trained men are needed 
all over the country. Enroll 
now in the only thorough, pro- 
fessional, accelerated course, 
day or evening, offered in New 
York City. Prepare now for 
well paying jobs. Free place- 
ment with leading stores. Our 
graduates are in demand. 
Write, phone or come for in- 
formation. Registration being 
accepted now for the next 
course. Co-eds, Veterans, For- 
eign Students. 


PAN AMERICA ART 
SCHOOL 
316 West 57th Street 
New York City 19 
PL 7-0064 








STUDY 
WINDOW DISPLAY 


AT HOME 
Earn good income. Easy home- 
study course. Employers: 
Sponsor our course for one of 
your employees. All will find 
this course the finest of its 
kind. School highly recom- 
mended and established in 1905. 
The KOESTER SCHOOL 
Koester Bldg. 
Dept. DW 
3710-12 No. Cicero Avenue 
Chicago 14, Illinois 


ASSISTANT DISPLAY DIRECTOR 


Creative young man or woman with imagi- 
nation and flair, with executive experience 
in high fashion merchandise for 
specialty store. 


fine 


Address BOX 12HI 
Care of DISPLAY WORLD 











CAN YOU COME UP WITH 
A NEWS-MAKING 
APPROACH TO JEWELRY 
WINDOW DISPLAYS? 
THEN WE NEED YOU, will 
give you freedom in creating, 
installing dramatic displays. 
Full time job; multiple store 
operation in large city, Great 
Lakes area. Jewelry experience 

not necessary. Salary open. 
Address BOX 12GH 
Care of DISPLAY WORLD 


FULL-TIME SALESMEN 

A tew choice territories available in Mid West to men qualified 
to sell equipment to all classifications of retailers. Requirements: 
Age approximately 30-40. Over 3 years sales experience, travelling 
and selling to retailers. Closed territory, training and cooperation. 
Manufacturer 25 years in business. Producers make top income. 
Salary and/or commission, Our men know of this ad, so write 
in confidence. 


Address BOX 12AB 


Care of DISPLAY WORLD 


FOR SALE 


Outdoor Christmas 
Display 


Religious Theme ‘Joy to the 
World’ 14 set pieces including 
8 revolving world globe. 20 
figures (children) representing 
10 countries of the world. 
Sets up in an area 80 x 100°. 
Can be soon on location in 
Elysburg, Pa. trom December 
17 to January 7. 

Photos and price on request 


Weller Brothers 


Box 136 
Elysburg, Pa. 














Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 
York. 

MADISONIA 
152 W. 25th St., New York 1, 

N. Y., Chelsea 3-1550 











MUST SELL 
Large inventory of Hong Kong’s 
Finest Quality 
PLASTIC FLOWERS 
Over 100 different items. Write for 
inventory list and prices. FLORAL 
SERVICE, INC., Box 901, Sta. A., 
San Mateo, Calif. 


FOR SALE SALESMAN 


Full Sheet WANTED 
Showcard Machine Southern states and metropoli- 


With fonts of type up to 6 tan New York. Established 
inches. Sell, or trade for off- territory Nationally accepted 
set machine. Guaranteed ex- line of customized . 
cellent condition. props, art backgrounds for 


department store windows and 
Dade Wholesale interiors. Commission basis. 
Products, Inc. 
2600 N, W. 141 St. 


Sylvor Company 
126 Eleventh Avenue 


Salesman Wanted 


Southern territory open for 
Must be 
able to give complete coverage 
through each season and have 
good following in the South. 


For details, please write to: 


Gordon Keith Originals 


553 Wager St., Columbus, Ohio 
SPRING MARKET WEEK—Trade 
Show Bldg., Room 206. 

(No jobbers, please) 


qualified Salesman. 





displays, 











Opa Locka, Florida 








New York City 11 








ADDITIONAL 
EXCHANGE 
OPPORTUNITY 
ADS WILL BE FOUND 
ON PAGE 96 
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SIDELINE WANTED! 
Experienced salesman—good follow- 
ing covers display and florist job- 
bers coast to coast. Desires quality 
sideline. Samples carried. 

Address BOX 12BC 
Care of DISPLAY WORLD Fl. 9-5669 


stallation. 











Display “had feiper Carpenter FOR SALE 
CHRISTMAS INTERIOR consist- 
ing of 12 mechanical flying angel & 
All new this season. 
in use through Dec. or 
write for photos and details. 


JOHN P. CAMPBELL 
Riff’s, Longview, Texas 


Available in New York City Area, 
for evenings and weekends. 
freelance in your shop or at in- 
2 yrs. 
Dept. and Chain Stores. 
hour or piece. 


DISPLAY WORLD. 


Will 
cloud units. 
Exhibits, See them 
Work by 
Phone: L. W. at 
BOX 12DE, Care of 


exp. 








Position Wanted—Experienced Dis- 
play Manager desires position in 
the display field. Artistically im- 
aginative in designing and building 
props and backgrounds. Adv. and 
merch. background. Excellent ref. 
Fully qual. to hold a responsible 
position. Address BOX 12FG, Care 
of DISPLAY WORLD. 

















New Globelite Bulbs 
{re Complete Fixture 

A light bulb that’s a complete fixture best 
describes the Globelite incandescent light bulb 
now marketed by Duro-Lite Lamps, Inc., 
North Bergen, N. J. 

Measuring a full five inches across, this light 
bulb is actually its own fixture and eliminates 


or canopies 
Ideal for installa- 
ceiling sockets, the Globe- 
lite 1s also recommended for use 1n antique gas 
ight type fixtures as well as in contemporary 
mixtures 


the need for extra glass globes 
required by ordinary bulbs. 


tion in flush type, 


last 3% to 5 
standard bulbs. Available 
watts, Globelites may be ob- 
tained in glare-free Tru-White, flattering 
Candelite and bug repellent yellow. Write to 
the firm for catalog and price list. 


guaranteed to 
times longer than 
in 60. 100. 150 


(;lobelites are 


Wenett, Economy Cover, 
Dies of Heart Attack 

Philip Wenett, 60, a principal of Economy 
Cover Corporation, Brooklyn, N. Y., died 
suddenly October 27 of a heart attack. As 
a member of the National Association of 
Display Industries, he was a familiar figure 
at market weeks and will be missed by both 
exhibitors and visitors at the December 
show. 


He is survived by his wife Bertha, who 


resides at 15 Astor Court, Hempstead, L. L., 
N. Y., and a married daughter. 


Candelabra Bases 
For Flicker Flames 

Angelo Bros. Co., 2333 N. Mascher St., 
Philadelphia 33, announces that Flicker 
Flame bulbs are now available with cande- 
labra bases as well as the regular Edison 
base. If you are not familiar with these new 
incaridescent bulbs that create the effect of 
actual candle flames, write for a brochure. 


U.S. Display Adds 
Dress Covers 

Plastic dress covers have been added to 
the line of garment racks and fixtures manu- 
factured by United States Display Company, 
Copiague, L. IL, N. Y. Write for samples. 
Jobber inquiries also invited. 


Reports Sales To All 
But Arkansas 

Herman W. Rubin, head of Golden Tri- 
angle Displays, 810 Penn Ave., Pittsburgh 
22, Pa., reports that during his first season 
in business his firm has shipped displays to 
every state but Arkansas. He credits this 
not only to the unusual acceptance of his 
line of inexpensive yet original wood display 


fixtures but also to the coverage provided by 
strong distributors in every area. Write for 
the name of your closest distributor and 
other descriptive information. 


Tiny 1/1000 HP Motor 
By Hankscraft 

Display Motor Division of Hankscraft Co., 
Reedsburg, Wis., has developed a_ small 
1/1000 hp motor available in 1, 6 or 60 rpm 
output speeds. The new motor contains 
many small parts of intricate shape and 





dimensional tolerance die cast and 
plastic molded by unique high-speed, auto- 
matic production techniques of Gries Repro- 
ducer Corp., New Rochelle, N. Y. It will be 
used to drive rotating and moving displays, 
animated signs, working models and other 
mobile “attention-getters.” 


cl se 
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Answers a long-felt need-- 
For those really long pennants and streamers 


Here’s the long and short of it: The new Showcard Machine 

“LONG-MASTER?” is long in everything but price! 

It’s a specialized compromise between width and length 

.offers you a machine which, without undue expense, 
prints cards, streamers, pennants and the like up to a full 
45” in width. It can take over a lot of your standard sign 
jobs, too. 

There’s not the slightest compromise in quality, or speed, 
or ease of operation. The LONG-MASTER has the Show- 
card fast type-setting method which handles one-of-a-kind 
sign jobs in minutes; the automatic inking unit which turns 
out multiple sign jobs in record time; the complete freedom 
of layout, and type faces; the roller-lifting handle toggle 
that prevents blurring and smudging; the silk-smooth, tank- 


tough construction that is guaranteed for a full five years. 

It’s fresh evidence of the fact that the Showcard 
Machine line-up offers a practical, dependable, 
economical answer for every sign-making need. 


Write for full information 


THE SHOWCARD MACHINE CO., 320 W. OHIO ST., CHICAGO 10, ILL. 
Display Room: Chicago Merchandise Mart, Suite 928-C 
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to MARKET WEEK IN NEW YORK... 
and extend a cordial invitation to 
visit our showroom while you're here 


WE PROUDLY PRESENT THE FINEST AND LATEST IN ORIGINAL DISPLAY CREATIONS AND ACCESSORIES 


YOU HAVE COME TO THIS CITY TO SEE. Bass 


OUR LINES ARE BEAUTIFULLY APPROPRIATE TO ALL SEASONS: THE CRUISE LINE 


STRESSES THE RECENT TREND IN LATIN AMERICA “IK AND EUROPEAN TOURS...AND OUR 
— ges sa 
= Z 


LINE IS MAKING ST. VALENTINE OFFER STERN COMPETITION TO ST. NICHOLAS... 


DAZZLING THEATRICAL STAGING AND 


DESIGN, GOOD TASTE AND SALESMANSHIP-PLUS MAKE OUR DISPLAY PIECES POPULAR AND EFFECTIVE. 


AS A MATTER OF FACT, IN RESPONSE TO HEAVY DEMAND FOR OUR SHIVAS, ae WE NOW MAKE 


THIS STRIKING FIGURE OF THE GODDESS OF FERTILITY IN TWO SMALLER SIZES FOR A VARIETY OF USES IN 


LIMITED DISPLAY AREAS. 


No. 1PW121 Large Shiva: Size: 48” Tall x 48” Wide x 12” Deep, Half Round sii Mache on Wooden Base. Use: Show windows, 
overhead shelves, central display areas. Price: $49.50 each. 


No. 1A856 Medium Shiva: Size: 25” Tall x 32” Wide x 7” Deep, Full Round Molded Rubber. Use: Show windows, Peng and turn- 
Sa eRe _.. Price: $29.50 each. 


tables. 


No. 1A855 Miniature Shiva: Size: 144%” Tall x 15” Wide x 3%” me. Full Round Molded Rubber. Use: Showcases, turntables and 
_... Price: $150.00 Doz. 


da vid listens - 


136 WEST 3ist STREET, NEW YORK 1,N.Y. 
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